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Abstract 
Electricity is the conduit for essential services in communications, refrigeration, cooking, 
lighting, life-supporting devices and domestic appliances and has become an essential aspect 
of modern life. Electricity distributors deliver the vast majority of electricity around the 
world from large centralised networks. The increasing accessibility of local sources of 
electricity generation and storage is changing the landscape of the electricity distribution 
industry. 
 
Historically, electricity distribution businesses both globally and in Australia have been 
largely government owned and operated. These businesses have been monopolies with a 
focus on building and maintaining the network of poles and wires that connect central 
generators to the users of the electricity. Many are now looking to innovate in order to 
maintain relevance in a changing marketplace. The objective of this research was to 
investigate the potential for government-owned distribution businesses to use design-led 
innovation (DLI) as a methodology to adapt to the changing environment. 
 
In recent years, DLI has emerged as an approach that assists companies to develop new 
capabilities to understand and navigate changing markets, by exploring innovation through 
the operational and strategic elements of a business. Specifically, previous research has 
shown that the application of DLI to businesses has contributed to developing design 
innovation across their business models and to repositioning the businesses and their 
offerings in the market. This research seeks a better and more detailed understanding of the 
processes of implementing DLI in electricity generation and distribution, in a context where 
traditional approaches of centralised generation and distribution are being challenged. 
 
DLI involves gaining deep customer insights (DCIs) as a driver to provoke and generate 
business model innovation. DLI uses an iterative approach to test these propositions against 
company strategy and customer needs to increase customer-driven alignment of the business 
model. This approach to innovation drives business sustainability and high customer 
satisfaction. DLI as a field of research is in its infancy and to date there remains little 
empirical evidence on its implementation and outcomes. The researcher was embedded in a 
government-owned electricity distributor for ten-months using an action research 
methodology. This ensured the business actively participated in and learnt from the 
dissemination of a design-led approach to innovation. 
 iv  
 
Data were triangulated from three sources: individual interviews with staff (13), focus 
groups (4) and the researcher’s ten-month daily reflective journal. A qualitative thematic 
data analysis was performed using NVivo software. The research findings show the 
business’s perceived values and impediments to innovation. These are grouped around three 
themes: customer in focus, innovation and re-imagining strategy. The significance of the 
findings lies in the broader applicability beyond the case study business. These findings are, 
therefore, presented in a newly adapted strategic archetype framework. 
 
Other government-owned distribution businesses in Australia and globally are facing the 
same market disruption and similar industry phenomena. The findings of this research can 
benefit these businesses and potentially other large government-owned entities in other 
industries where the incumbent state-owned monopoly is facing swift market changes. The 
contribution is applicable to industry and also to the broader understanding of the practical 
application of DLI across various industry sectors and business structures. 
  
 v 
Table of Contents 
Keywords ................................................................................................................................... i	
Abstract .................................................................................................................................... iii	
Table of Contents ...................................................................................................................... v	
List of Tables ........................................................................................................................... ix	
List of Figures ........................................................................................................................... x	
List of Terms and Abbreviations ............................................................................................. xi	
Publication from this research ................................................................................................. xii	
Statement of Original Authorship .......................................................................................... xiii	
Acknowledgements ................................................................................................................ xiv	
Chapter 1: Introduction ......................................................................................................... 1	
1.1 Research background .......................................................................................................... 1	
1.2 Industry context ................................................................................................................... 3	
1.3 Research problem ................................................................................................................ 4	
1.4 Objective of this study ........................................................................................................ 4	
1.5 Research question ............................................................................................................... 5	
1.6 Research areas of investigation ........................................................................................... 5	
1.7 Significance of the study ..................................................................................................... 6	
1.8 Thesis outline ...................................................................................................................... 7	
Chapter 2: Literature Review ................................................................................................ 9	
2.1 Introduction ......................................................................................................................... 9	
2.2 Electrical distribution sector ............................................................................................... 9	
2.3 Disruptive innovation ........................................................................................................ 11	
2.4 Design-led innovation ....................................................................................................... 17	
2.5 Deep customer insights ..................................................................................................... 20	
2.6 Literature review summary ............................................................................................... 22	
Chapter 3: Case Study Company ........................................................................................ 23	
 vi  
3.1 Introduction ...................................................................................................................... 23	
3.2 Company history .............................................................................................................. 23	
3.3 Company structure ............................................................................................................ 24	
3.4 Industry context ................................................................................................................ 25	
3.5 Industry regulation ............................................................................................................ 26	
3.6 Key company drivers ........................................................................................................ 27	
3.7 Innovation capability ........................................................................................................ 29	
3.8 Disruption: the driver for change ..................................................................................... 30	
3.9 Industry problem .............................................................................................................. 32	
3.9.1 Broken business model ...................................................................................................... 32	
3.9.2 A new disruption dawning ................................................................................................. 33	
3.9.3 Death spiral ........................................................................................................................ 34	
3.9.4 A need for change .............................................................................................................. 34	
3.10 Industry project ............................................................................................................... 35	
3.11 Industry placement ......................................................................................................... 36	
3.12 A Champion for design .................................................................................................. 41	
3.13 Benefit to the company ................................................................................................... 41	
Chapter 4: Research Design ................................................................................................ 42	
4.1 Introduction ...................................................................................................................... 42	
4.2 Methodology ..................................................................................................................... 43	
4.3 Action research ................................................................................................................. 44	
4.4 Research data .................................................................................................................... 47	
4.4.1 In-depth interviews ............................................................................................................ 47	
4.4.2 Focus groups ...................................................................................................................... 48	
4.4.3 Reflective journal ............................................................................................................... 50	
4.5 DLI research cohort .......................................................................................................... 51	
4.6 Participant selection .......................................................................................................... 51	
4.7 Analysis ............................................................................................................................ 52	
4.8 Ethics ................................................................................................................................ 62	
4.9 Summary ........................................................................................................................... 63	
 vii 
Chapter 5: Results ................................................................................................................. 64	
5.1 Introduction ....................................................................................................................... 64	
5.2 Customer in focus ............................................................................................................. 64	
5.2.1 Current customer relationship ............................................................................................ 65	
5.2.2 Boundaries and barriers to customer contact ..................................................................... 68	
5.2.3 Deep customer insights — a new vision ............................................................................ 72	
5.3 Innovation in Electco ........................................................................................................ 75	
5.3.1 What works now ................................................................................................................ 75	
5.3.2 Barriers to innovation ........................................................................................................ 77	
5.3.3 Seeing a new way forward ................................................................................................. 81	
5.4 Re-imagining strategy ....................................................................................................... 83	
5.4.1 Why change? ...................................................................................................................... 84	
5.4.2 How do we get there? ........................................................................................................ 87	
5.4.3 What is our new strategy? .................................................................................................. 89	
5.5 Summary ........................................................................................................................... 92	
Chapter 6: Discussion ........................................................................................................... 93	
6.1 Introduction ....................................................................................................................... 93	
6.2 Framing the results ............................................................................................................ 94	
6.3 Isolate archetype ............................................................................................................... 94	
6.4 Shape archetype ................................................................................................................ 97	
6.5 Follow archetype ............................................................................................................... 98	
6.6 Interact archetype ............................................................................................................ 100	
6.7 Current state assessment ................................................................................................. 101	
6.8 Summary ......................................................................................................................... 102	
Chapter 7: Implications and Recommendations .............................................................. 105	
7.1 Introduction ..................................................................................................................... 105	
7.2 Summary of findings ....................................................................................................... 105	
7.3 Implications of the findings ............................................................................................ 107	
7.3.1 Implications for the participating company ..................................................................... 107	
7.3.2 Implications for the electrical distribution industry ......................................................... 109	
7.3.3 Theoretical implications ................................................................................................... 109	
7.4 Reflections on engagement ............................................................................................. 110	
 viii  
7.5 Contribution to knowledge ............................................................................................. 112	
7.5.1 Customer interaction ........................................................................................................ 113	
7.5.2 Innovation methods .......................................................................................................... 114	
7.5.3 Business ownership .......................................................................................................... 114	
7.5.4 Industry structure ............................................................................................................. 115	
7.6 Recommendations for future research ............................................................................ 116	
7.7 Final words ..................................................................................................................... 117	
Bibliography 119	
Appendices 123	
Appendix 1: Initial interview — semi-structured interview questions ..................................... 123	
Appendix 2: Secondary interview — semi-structured interview questions .............................. 124	
Appendix 3: Example of transcribed audio data from a semi-structured interview ................. 125	
Appendix 4: Example of transcribed audio data from a focus group ....................................... 126	
Appendix 5: Example of transcribed audio data from reflective journal .................................. 127	
Appendix 6: Research ethics approval form — focus groups .................................................. 128	
Appendix 7: Research ethics approval form — interviews ...................................................... 129	
Appendix 8: Symbiotic business models .................................................................................. 130	
Appendix 9: Visualisation of Electco innovation capabilities .................................................. 131	
Appendix 10: Staff workshop participation .............................................................................. 132	
Appendix 11: Customer narrative used during insights gathering ............................................ 133	
Appendix 12: Publication from this research ............................................................................ 135	
	 	
 ix 
List of Tables 
Table	1	-	Researcher	actions	—	Dissect	phase	..........................................................................................	37	
Table	2	-	Researcher	actions	—	Learn	phase	............................................................................................	38	
Table	3	-	Researcher	actions	—	Integrate	phase	......................................................................................	40	
Table	4	-	Analysis	coding	scheme	................................................................................................................	54	
Table	5	-	Analysis	themes	and	subthemes	..................................................................................................	62	
Table	6	-	Electco	archetype	characteristics	...............................................................................................	94	
Table	7	-	Contribution	to	knowledge	........................................................................................................	112	
  
 x  
List of Figures 
Figure	1	-	Electricity	delivery	businesses	................................................................................................................	2	Figure	2	-	The	path	of	disruptive	innovation	(Christensen	&	Raynor,	2003)	.......................................	12	Figure	3	–	Innovation	application	space	(Assink,	2006)	................................................................................	13	Figure	4	-	Strategic	archetypes	(Berthon,	Mac	Hulbert,	&	Pitt,	2005)	......................................................	17	Figure	5	-	DLI	Conceptual	Framework	(Bucolo	&	Matthews,	2011a)	.......................................................	18	Figure	6	-	DLI	framework	(Matthews	et	al.,	2013)	............................................................................................	20	Figure	7	-	Complimentary	DCIs/traditional	market	research	methods	matrix		(Price,	Wrigley,	&	Straker,	2015)	...................................................................................................................	22	Figure	8	-	Electco	company	structure	.....................................................................................................................	24	Figure	9	-	Electco	industry	position	........................................................................................................................	25	Figure	10	-	Market	comparison	of	customers	per	network	kilometre	.....................................................	26	Figure	11	-	Electco	key	drivers	map	........................................................................................................................	28	Figure	12	-	Electco’s	innovation	processes	..........................................................................................................	29	Figure	13	-	Air	conditioner	proliferation	disrupts	network	utilisation	...................................................	31	Figure	14	-	Technology	facilitates	the	disruption	of	the	network	..............................................................	33	Figure	15	-	Electricity	industry	‘death	spiral’	......................................................................................................	34	Figure	16	-	DLI	framework	(Matthews	et	al.,	2013)	.........................................................................................	37	Figure	17	-	Research	and	industry	projects	.........................................................................................................	43	Figure	18	-	Action	research	cycle	(Perry	&	Zuber-Skerritt,	1992)	.............................................................	45	Figure	19	-	Project	action	research	cycles	............................................................................................................	46	Figure	20	-	Chronology	of	research	project	data	gathering	events	...........................................................	47	Figure	21	-	In-depth	interviews	details	.................................................................................................................	48	Figure	22	-	Focus	group	details	.................................................................................................................................	50	Figure	23	-	Reflective	journal	details	......................................................................................................................	51	Figure	24	-	Research	participant	map	....................................................................................................................	52	Figure	25	-	Results	themes	and	subthemes	.........................................................................................................	64	Figure	26	-	Research	stages	.........................................................................................................................................	93	Figure	27	-	Strategic	archetypes	(Berthon	et	al.,	2005)	with	relationship	to	value	delivery	overlaid	...................................................................................................................................................................	102	Figure	28	-	New	theoretical	framework	showing	internal	and	external	strategic	drivers	and	blockers	...................................................................................................................................................................	104	
 
 xi 
List of Terms and Abbreviations 
Term Abbrev
-iation 
Definition Reference 
Deep 
customer 
insight 
DCI Previously unknown and beneficial knowledge, derived 
from problem-specific investigated data, for the purpose 
of benefiting innovative development or business 
growth. 
(Krippendorff, 
1989) 
Design 
Innovation 
Catalyst 
- A facilitator of company change to achieve design 
integration, a link between design, strategy, business, 
industry and research. 
(Wrigley, 
2013) 
Design 
Champion 
- A person who promotes and advocates for design-led 
interventions across a business, especially at the 
management and executive levels of the organisation. 
The role is best filled by a manager who is already 
known and trusted within the organisation. 
(Matthews, 
Bucolo, & 
Wrigley, 
2012) 
Distributor - A business responsible for construction and maintenance 
of the network which connects to homes and businesses, 
and is a component of the traditional interconnected 
electricity delivery system. 
(Sallam & 
Malik, 2011) 
Design-led 
innovation 
DLI A business transformation approach based around the 
exploitation of creativity in a strategic business 
application. 
(Bucolo & 
Matthews, 
2011b) 
Network - Refers to the interconnected system of electrical wires 
usually suspended on poles and in some cases 
underground. In the electricity industry the term 
Network is synonymous with the word ‘grid’. 
(Yao, Adler, & 
Oren, 2008) 
Photo 
voltaic 
PV Photo voltaic (also referred to as solar panels, though not 
solar hot water panels). 
(Ackermann, 
Andersson, & 
Söder, 2001) 
Storage - In terms of electricity, this refers to technological 
solutions to store electrical power rather than needing to 
generate at the time of consumption. In short, batteries. 
(Barton & 
Infield, 2004) 
Customer 
deep dive 
- A qualitative research event designed to immerse 
researchers in the customer problem/opportunity space. 
Typically, researchers conduct 1:1 in-depth-interviews 
and/or focus groups with customers, to build a bank of 
learnings and insights. These can be used to inform the 
problem to be solved and the space where new value 
propositions can be ideated on. 
(Myerson, 
2004) 
 
 xii  
Publication from this research 
Stevenson, T., Wrigley, C., And Matthews, J. (2015) A Design Approach to Innovation in 
the Australian Energy Industry. Journal of Design, Business & Society. 2(1) pp.49–70. 
 
  
 xiii 
Statement of Original Authorship 
The work contained in this thesis has not been previously submitted to meet 
requirements for an award at this or any other higher education institution. To the best of my 
knowledge and belief, the thesis contains no material previously published or written by 
another person except where due reference is made. 
 
 
 
 
Signature: 
 
Date:  22nd July 2016 
QUT Verified Signature
 xiv  
Acknowledgements 
For the encouragement to follow a dream, cease my consultancy, move our family interstate, 
and for the endless love and support, I owe everything to my gorgeous wife and best friend, 
Jodi. To our beautiful children Monte and Oliver, I am sorry for the time this research has 
taken from you and appreciate immensely your support. 
 
I offer voluminous hugs and gratitude to the design-led innovation research cohort for their 
support, encouragement, dialogue and friendship. I look forward to many future discussions 
and reflections with Anja Krabye, Karla Straker, Rebecca Price, Rohan Doherty, Erez 
Nusem, Peter Townson, David Pettigrew, Kim Wilson, Emily Ballantyne-Brodie, Natalie 
Wright and Alex Garrett. 
 
I would like to acknowledge the many people from the case study firm ‘Electco’ who gave 
more than their fair share of time and support to this project. The contribution of the Design 
Champion to progressing both organisational learning and this research was above and 
beyond. I would like to thank the Design Champion not only for his assistance, but also his 
friendship. 
 
For the polish and refinement added during editing, a great big thank you to Zoe Staines of 
Ink Editing. 
 
Sam Bucolo initiated my entrance into this field of research. I would like to thank him both 
for his vision to expand research into the application of design-led innovation and for his 
friendship and encouragement to come on board. 
 
My Supervisor Judy Matthews has been an endless source of positivity and encouragement, 
for which I am extraordinarily grateful. 
 
To my ‘Yellow Leader’ and super Supervisor Cara Wrigley, I thank you for your 
perseverance and patience with me. You have been unwavering in your support and 
encouragement. My gratitude for your support is more than can be written. 
 Chapter 1: Introduction 1 
CHAPTER 1: INTRODUCTION 
1.1 Research background 
Worldwide, the industry responsible for generating and distributing electricity to households 
and businesses is seeing a rising tide of change. This change threatens to so radically subvert 
the long held monopolistic business model that the value offered by the incumbent 
businesses may vanish, leaving them with nothing to offer the marketplace. This could leave 
the extensive, capital-intensive infrastructure stranded. The government ownership of this 
asset would in turn result in a massive public debt. This industry-wide disruption could 
potentially create an inequitable marketplace. Maintaining equal access to the essential 
service and fair pricing to customers could become very difficult.  
 
This disruption to the electricity industry is facilitated by technological developments in self-
generation and storage of electricity as well as growing efficiency in electrical devices. 
These advancements have allowed customers’ usage patterns and expectations to transform 
and challenge the current system, which has been built to supply electricity through 
centralised networks. 
 
The electricity industry is facing challenges, which can be likened to those faced by the 
telecommunications industry over the last two decades. A once geographical monopoly, built 
on a wired network, now faces waning relevance with the advent of mobile telephones. New 
businesses entered the market with lower infrastructure overheads and radically altered 
business models based on new value propositions. As happened in telecommunications, 
electricity customers are coming into a new age of supply options presented from an open 
marketplace. 
 
As a developed nation, Australia has a high penetration of networked electricity supply. The 
ownership of the four levels of businesses responsible for delivering electricity to customers 
(generation, transmission, distribution and retail) varies between state government and 
private business. The retail sector of the market is majority privately owned and by virtue of 
being market oriented and largely free of infrastructure constraints, these businesses are 
responding to the market changes with varying offers and business models. The other three 
sectors of the industry are infrastructure based, and for many, government owned, which 
presents issues in responding to industry disruption. Their business processes are built 
around ageing business models for a non-competitive marketplace. 
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Incorporating design methodologies into current business practice can provide businesses 
with opportunity to address the coming market and technology changes. Design has a 
customer focused and iterative nature, which enables business to understand their customer 
and nimbly adjust to change. Being design-led enables businesses to respond to changes in 
the marketplace and to seek, investigate and incorporate new technologies. Design brings 
validity to the reliability bias of business (Martin, 2009). 
 
Design-led innovation (DLI) is a framework linking deep customer insights (DCI) to 
business strategy. DLI offers a structured methodology for businesses to use design for more 
than making products user friendly or efficient, but rather as a strategic way to ensure the 
greatest alignment of customer need and business value offering. It is this alignment that 
ensures business sustainability and growth potential. 
 
Companies engaging design are well recognised to economically outperform competitors in 
their marketplace (Cox, 2005; Moultrie & Livesey, 2009; Nussbaum, 2004). A UK Design 
Council study found that over a ten year period, companies which engaged design 
outperformed the comparable market place by 200% (2007). Roger Martin (2009) devotes 
his book Design of Business to demonstrating the competitive advantage that is achieved 
when organisations combine business analysis and efficiency orientation with the generation 
and innovation orientation of a design mindset. 
 
Research has been undertaken into the benefits of DLI at a theoretical level (Bucolo & 
Matthews, 2011a, 2011b) and at an implementation level (Doherty, 2014; Krabye, 2014; 
Pozzey, Wrigley, & Bucolo, 2012; Townson, 2014). However, there remains a need to better 
understand the application and benefits of DLI within various industries. Prior published 
Figure 1 - Electricity delivery businesses 
 Chapter 1: Introduction 3 
research has not investigated government-owned businesses or those with a market 
monopoly. 
 
This thesis presents the findings of an investigation into the benefits DLI can offer the 
energy sector and the barriers to uptake of the DLI methodology. The research investigates 
the perceived potential of DLI from one business’s perspective and the appetite for a change 
to a design-led way of thinking and operating. The research also identifies the business’s 
awareness of the potential of becoming design-led, its appetite and desire to incorporate DLI 
and the benefits observed and barriers witnessed to business acceptance and leadership 
endorsement of DLI. 
1.2 Industry context  
Disruption to the electricity supply industry is occurring on both technological (Berst, 2013) 
and marketplace platforms (Bradford & Hoskins, 2013). The industry is based on a 
technology platform and hence is largely au fait with technological advances. However, the 
technological innovations of the past have largely been incremental and in alignment with 
the existing electrical industry delivery system. The industry was developed in a non-
competitive environment and is not skilled at responding to technologies, which challenge its 
business model. There is a need to address this gap if incumbent businesses are to adapt to 
this disruptive market environment. 
 
The infrastructure-based sections of the industry (generation, transmission and distribution) 
have in the past enjoyed monopoly status. In the absence of vigorous competition, the 
incumbents have evolved over the last century with a dominant paradigm of ‘build it and 
they will come’. This has been created with government support, as market pull would not 
have been strong enough to warrant private capital investment of the magnitude required to 
build the vast network required to reach critical mass for viability. 
 
Technological advancements are allowing the evolution of a new customer – supplier 
relationship. Customers are generating and supplying their own power, as well as supplying 
back to the ‘supplier’. The requisite technology to generate, store and supply electricity is 
becoming democratised and a marketplace is opening where there once was only monopoly 
supply. The incumbent businesses are not familiar with this type of competition. They are 
large government or ex-government-owned businesses that have enjoyed a geographic and 
marketplace monopoly. Their operating business models do not account for the open 
competition, which is entering the marketplace. This erosion of monopoly status driven by 
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disruptive innovations has led the incumbents to investigate alternate strategies and 
innovation methodologies. 
1.3 Research problem 
Industries under threat from disruptive innovation — including the electricity supply 
industry — will benefit from using design as strategy in order to adjust and adapt to the fluid 
business environment evolving around them (Martin, 2009). Whilst there is some knowledge 
of the benefits that design can bring to the electricity supply industry, there is a gap in 
understanding how best to incorporate design into an industry with a history of being 
government owned, risk averse and working within a monopolistic framework. 
 
The government ownership of many of these asset-intensive businesses is a key component 
of the research problem. Government ownership has stifled the ability of a natural 
marketplace to service the growing need for electricity. Building a network to support the 
utility service to customers has taken substantial investment in high cost, non-liquid assets to 
create an inter-connected network to service the broad market. The level of penetration of 
service provision for what is considered an essential service has only been made possible in 
most areas of the world through government ownership. Government ownership and 
managing high cost infrastructure creates a high level of risk aversion; it is traditionally a 
prudent practice with a publicly-owned asset delivering an essential service.  
 
A high level of risk aversion combined with a non-competitive monopoly does not breed a 
culture of flexibility within a business. DLI is well suited to enabling businesses to respond 
to market changes and disruptions as it is built on a continuous engagement with customers 
and stakeholders — the very drivers of change and any business’s reason to exist (Bucolo & 
Matthews, 2011a). 
 
There is a clear gulf between the long established ‘business-as-usual’ practices of the 
electricity sector and the need to build nimble market responsiveness to combat the tide of 
change, which is rising around the pillars of the industry.  
1.4 Objective of this study 
The key objective of the study is to investigate the current situation and provide findings of 
material benefit to the electricity sector and related businesses. The study also aims to add to 
the broader understanding and application of DLI. The case study organisation is facing 
business risks, which may be addressed through implementation of a DLI framework. This 
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study seeks to understand the potential benefits of DLI and the best path to integrating the 
DLI framework within the business context and constraints.  
1.5 Research question 
This research seeks to investigate the role of DLI in the Australian energy sector. The key 
characteristics of the partner business, which define its rules of engagement and operation, 
are that it is government owned and regulated and has historically been a unidirectional 
service supply chain with near absolute monopoly status. Technological advancement is 
challenging the monopoly status of the industry players. The unidirectional supply chain is 
being contested by the proliferation of distributed power generation. Customers are 
generating their own power and new options and choice of power supply are replacing 
consumption from a single centralised supply. With these large-scale industry-wide 
disruptions affecting the case study business, the research seeks to discover how DLI can be 
used to harness these changes within the remaining constraints of government ownership and 
regulation. Hence the leading research question is: 
 
How can design-led innovation deliver value to government-owned and regulated 
business? 
 
This study uses the research question as the primary lens of investigation. Four research 
areas of investigation are used to deepen the research in the areas specific to both DLI and 
the partner business. Customer interaction and innovation methods relate specifically to the 
use of DLI and drive a focus on these facets of the engagement. The two research areas of 
investigation, which relate specifically to the particulars of the partner business, are business 
ownership and industry structure. These have been chosen for deeper investigation due to the 
novelty of research in this specific industry. 
1.6 Research areas of investigation 
• Customer	interaction	—	Connecting	with	and	understanding	a	business’s	customer	on	a	deep	level	is	central	to	the	effectiveness	of	a	design-led	approach	to	business	innovation.	The	case	study	business	is	a	component	of	a	four-part	supply	chain	(Figure	1).	The	retail	segment	of	the	supply	chain	has	the	closest	connection	with	end	users.	The	case	study	business	is	a	distributor	with	direct	interaction	with	customers	for	physical	connections	and	fault	rectification,	but	not	for	regular	billing.	The	research	aimed	to	discover	the	business’s	true	customers	and	how	it	can	best	connect	with	them.	
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• Innovation	methods	—	This	research	sought	to	map	the	business’s	existing	innovation	pathways	and	processes	and	to	present	and	test	the	DLI	methodology.	It	aimed	to	gauge	the	difference	between	existing	and	demonstrated	methods	and	to	measure	the	perceived	value	of	using	a	design-led	approach.	This	is	framed	in	the	broader	context	of	the	disruptive	market-based	changes	currently	threatening	the	business.	The	business	has	not	previously	experienced	changes	of	this	magnitude.	
• Business	ownership	—	This	line	of	investigation	sought	to	uncover	the	benefits	of	and	barriers	to	implementing	a	design-led	approach	within	a	government-owned	business.	The	question	of	ownership	is	key	to	understanding	business	drivers	and	the	formulation	of	strategy.	Government	ministers	play	an	‘ownership’	role	for	the	case	study	business.	These	ministers	are	held	accountable	by	their	constituents:	a	key	difference	to	private	business,	which	is	owned	either	directly	or	through	shareholders.	
• Industry	structure	—	The	geographic	and	marketplace	monopoly	traditionally	held	by	the	case	study	business	is	one	of	its	key	characteristics	and	a	primary	focus	of	this	research.	The	multiple	levels	of	government	regulation	that	the	business	operates	under	were	historically	developed	to	create	a	false	market	that	would	encourage	investment	in	the	construction	of	large	assets	required	for	distributing	electricity.	These	same	regulations	may	now	be	stifling	innovation.	They	are,	therefore,	amongst	the	specific	objects	of	investigation	within	this	research.	
1.7 Significance of the study 
This research has two aims. The first is to broaden the body of knowledge regarding the 
implementation of DLI within industry. The second is to offer material benefits to the 
management of the case study business. Many businesses with backgrounds similar to the 
partner business are also facing an oncoming wave of disruptive change and, being ill 
equipped to respond to that change, are seeking assistance. Therefore, it is also likely that 
other distributors, government-owned and/or monopoly businesses will be able to draw upon 
and learn from the findings of this research.  
This study seeks to guide government-owned or regulated businesses, which have long 
operated within a non-competitive monopoly status, to accept the uncertainty of change to 
become design-led. Primary potential businesses, which stand to benefit, are the various 
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utilities and geographical monopolies. Additionally, businesses with a high cost asset base 
may also find relevance in the research outcomes. 
This research aims to identify the drivers and barriers to DLI and create new knowledge to 
add to the theoretical underpinnings of DLI.  Evidence of design-led outcomes being 
achieved in the Australian energy sector through the practical application of an action 
research method will provide a case study for industry reference. 
1.8 Thesis outline 
This thesis comprises seven chapters, which sequentially build the reader’s understanding 
about how the research question has been informed, investigated and answered. First, the 
literature review chapter explores previous research concerning the electrical distribution 
industry, business strategy, disruptive innovation and DLI. The chapter concludes with an 
analysis of the gaps in the literature from both an academic and an industry viewpoint. It also 
specifies how this research seeks to add to the existing body of knowledge.  
Chapter 3 describes the case study of the participating business and its background. This 
chapter gives an overview of the history and structure of the case study business, describing 
its key drivers, which are influenced by the broader industry context, government ownership 
and level of regulation. The innovation capability of the business is also explored as a means 
of determining its ability to adapt to the future disruptions it will inevitably experience as a 
result of broader industry shifts. The drive for change is discussed in context of this industry-
wide disruption. The chapter concludes with a description of the industry project, which was 
undertaken to facilitate business learning and research data collection. It also briefly 
discusses the prospective benefits of this project to the case study company. 
Chapter 4 describes the design of the research study. The researcher undertook two distinct 
projects, industry and research, to develop learnings from an academic and practical position. 
An action research method was used to investigate the research question; the embedded 
researcher (who is also a design practitioner) followed a plan to educate, demonstrate and 
observe. The sampling methods, data sources and data analysis methods are described before 
the chapter closes with a brief overview of the ethical clearance that was granted to enable 
this study.  
Chapter 5 presents the results and findings of the research, which are separated into three 
main themes: 1) customer in focus, 2) innovation, and 3) reimagining strategy. Each of these 
major themes is described with reference to the subthemes, which were identified during 
thematic analysis of the research data. The major themes relate to the research areas of 
investigation. 
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The research question is discussed and addressed in Chapter 6. This chapter presents the 
findings from the previous chapter and places them into a strategic framework. This 
framework is introduced to add structure to the results, as well as the interplay between 
themes. It also assists in enhancing the understanding of the case study’s current situation, 
which subsequently facilitates future strategy development, based on the results of the 
research. Implications are also discussed in relation to how the participating firm should 
change its strategy and approach in the future and, finally, the theoretical implications of the 
study’s findings are presented.  
The concluding chapter presents and summarises the research findings, which are used as 
evidence to recommend strategic action within the case study business, as well as the broader 
regulatory framework of the industry and government policy. Limitations of the research are 
presented, as are future research recommendations. A final summary of the research, key 
findings, and recommendations for future research is then presented. 
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CHAPTER 2: LITERATURE REVIEW 
2.1 Introduction 
This chapter presents a comprehensive literature review, focusing on four main areas of 
research that relate to the study’s key research question. The first area (presented in section 
2.2) concerns the electrical distribution sector. This section describes the particulars relevant 
to the case study business and its industry. Section 2.3 canvasses the notion of disruptive 
innovation, setting the context for later discussion around the impact of an unknown, fast 
changing marketplace on the participating firm. DLI is presented in section 2.4 as the 
proposed approach to better understand and build value propositions for the participating 
firm’s future customers. A core component of DLI is the capability to gather DCI; a review 
of this area of theory is presented in section 2.5. These four areas are then discussed 
collectively in relation to this study’s research question and approach.  
2.2 Electrical distribution sector 
A report for AGL Energy Ltd. (Simshauser & Nelson, 2012) titled The Energy Market Death 
Spiral, details factors that create lower affordability of electricity supply. The authors 
suggest that Australia’s national energy market is at a crossroads due to changes in customer 
behaviour and technological enhancements to the traditional electricity supply systems. The 
Queensland Government (2012) also recognises that Australia is currently “transitioning 
through a period of major change driven by new technology, changing patterns of energy 
production and use, and major market reform” (p. i). As a result, Australia has seen an 80% 
increase in electricity prices in the preceding six years (Queensland Government, 2012). 
This, combined with the first fall in overall demand for power in Australia for 50 years and 
sharper peaks in demand on very hot or cold days (Simshauser & Nelson, 2012), is creating a 
heightened urgency for the industry to respond. 
 
In 2008, (Shell International BV, 2008) published a global industry report stating: 
There is a great deal of inertia in the modern energy system... It will be several years 
before major changes become apparent. But below the surface, the pieces are already 
shifting. The question is, how to recognize and grapple with these changes. (p. 7)  
 
One industry source (Kelly-Detwiler, 2013) predicts that while electricity may not be 
immune to disruptive innovation, the pace of disruption will likely be less than in cyber 
businesses. A report by the Kind and the Edison Electric Institute (2013) says that there is 
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already customer disruption and that many companies are already pursuing opportunities to 
overcome these disruptions. This highlights the need for action by industry to address the 
impending disruption. It states that “Ultimately, all stakeholders must embrace change in 
technology and business models in order to maintain a viable utility industry”(Kind & 
Edison Electric Institute, 2013). Kelly-Detwiler (2013) suggests that existing large asset 
utilities "position themselves at the centre of the energy information network." He also 
suggests outcomes, such as leveraging the existing asset to marry with photo voltaics (PV) 
and energy storage systems.  
 
A consistent theme present in the industry literature is that of the incumbents offering an old 
style asset solution, while facing a customer-base uncoupling from that supply, substituting 
or otherwise disengaging from the network — once the only option. This is driven by price 
rises and enabled through technology and industry reform. There are many potential future 
paths; it is this diversity that may block the industry from moving forward with a current 
business model, solidly built around a single core product/asset. 
 
Government- and privately-owned businesses operate with different drivers. Private, for-
profit organisations have a principal revenue source derived from the sale of products and 
services to their customers. Their activities are rightly focused on deriving the greatest return 
to the business for the creation of value for the customer. Moore (2000) argues that the frame 
in which private sector businesses develop organisational strategies is not suitable for direct 
transfer to the public sector. 
 
Non-private sector businesses include not-for-profits and government organisations. Not-for-
profit organisations derive their purpose and legitimacy from contributors embracing them 
(Moore, 2000), whereas public bureaucracies require collective political process to be 
established and maintain legitimacy (Moore, 1995). Private sector businesses derive their 
legitimacy through the ongoing purchase of products and services by their customers. The 
disconnect between the services provided and the social value (legitimacy) created by non-
private organisations is a key notion, which underpins the unsuitability of transfer or 
strategic planning mechanisms from private to non-private organisations (Moore, 2000) 
 
There is potentially an area of uncertainty around strategic direction and planning for 
government-owned organisations that are operated as for-profit businesses. These 
organisations are bound to ensure legitimacy through two sources. As publicly-owned 
entities, they require continuing support through the public political process. As profit 
makers, they must earn legitimacy through the sale of products and services.  
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Government-owned electricity distribution businesses operate in a regulated environment. It 
is this regulation, in place of competition, which ensures social value creation through 
reliability of service of the essential utility and, in some cases, through pricing equity 
(levelised tariff) across regions. 
 
Market regulation as a surrogate for market competition can create ill-aligned business 
drivers. These drivers result in the systematic acquisition of multimillion-dollar hard assets 
with lifetimes of 30–50 years. Simultaneously, even comparatively low investment in 
business development away from the core asset is stifled. The result is an ironic regulation 
working to benefit customers, but due to an inability to maintain pace with the rate of change 
in the marketplace it is the regulation and constructed drivers that repress investment in 
understanding customer drivers and innovation to meet future customer needs. 
2.3 Disruptive innovation 
As discussed previously, the electrical distribution sector faces ongoing disruption, based on 
customers’ uptake of oncoming technologies. This has the potential to eliminate the current 
value offering of the electricity distributors to the market. For this reason disruptive 
innovation will be discussed in relation to this context to foresee, plan and possibly 
implement actions to adapt and potentially leverage disruption innovation.  
 
The term ‘disruptive technology’ entered business vernacular when described by Bower & 
Christensen (1995) as “technologies which introduce a very different package of attributes 
from the one mainstream customers historically value” and “often perform far worse” (p. 
45). It is the development of these technologies to a point where the mainstream market 
accepts them, hence displacing current technologies and disrupting the business or industry. 
This concept was explored further in Christensen’s (1997) book, The Innovator’s Dilemma, 
bringing the concept to a wider audience. 
 
Christensen (2003) later describes ‘disruptive innovation’ in The Innovators Solution. This 
term was adapted to incorporate new business models and service models as opposed to 
disruption born solely of technological advances. Figure 2 outlines the principle of a 
disruptive innovation (green) initially only satisfying those on the low end of the 
performance acceptance bell curve (red). As incremental and continuous improvements are 
made both to the incumbent and the disruptor at a rate greater than that of the acceptance 
norm (dotted red line), there comes a time when the disruptor performs at a level that the 
mass market can utilise and at a lower price. At this point the incumbent technology, 
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business or industry, is disrupted and loses market share at a rate not defendable through 
traditional methods. 
 
Figure 2 - The path of disruptive innovation (Christensen & Raynor, 2003) 
 
Whilst there are many innovations that are disruptive to a marketplace, disruptive innovation 
(as defined by Christensen) is a distinct phenomenon. Schmidt and Druehl (2008) help to 
delineate the occurrence by illustrating the difference between innovations with high-end 
and low-end encroachment upon existing markets. Innovations that encroach from the high 
end, such as progressively faster computer processors or graphics cards, commence their 
take up by selling to the high-end of the market. The technology gradually crosses the 
price/desirability barrier to become mainstream, at which point the sales of the previous 
technology are drastically disrupted. The type of innovation that occurs in spite of this 
disruption is referred to by Christensen, Anthony and Roth (2004) as ‘sustaining innovation’. 
An innovation that enters the marketplace at the low end, with features not initially meeting 
the needs of the mass market, may often be slow to encroach on the existing market and 
hence remain unnoticed by incumbents chasing higher returns from their best customers. 
These innovations have the potential to be disruptive innovations when they undergo 
incremental improvement to the point where the mass market defects from the existing 
offering. A disruptive innovation’s diffusion process is actually less disruptive initially to an 
incumbent than that of a sustaining innovation (Schmidt & Druehl, 2008). 
 
Sustaining innovations are a natural part of technological development and, hence, are 
common place for incumbents to progress the new product offering. Interestingly the 
application of the terms disruptive innovation and sustaining innovation to products or 
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services is independent of the firm introducing them; rather it is the characteristics of the 
innovation itself that lead to its association with either of these terms. 
 
Martin (2009) details the need to tackle disruptive innovation in business, but argues that the 
business world does not typically possess the tools needed to address it. Martin proposes that 
embracing design thinking within business is, in part, a remedy to the linear inductive and 
deductive reasoning that limits business from, as he puts it, looking into the ‘mystery’ for 
novel technologies, processes and business models. 
 
To combat the threat of disruptive innovation, Christensen (1997) espouses the development 
of a company ‘dualism’. This fits with Martin’s (2009) ideals of aiming to achieve an 
internal balance of efficiency and productivity with an alternate mindset to investigate for 
longer-term value creation — the balance of exploit and explore. Paap and Katz (2004) 
reiterate this notion, arguing that companies must find ways to internalise and manage both 
sets of concerns simultaneously. They also acknowledge that this is a very difficult 
capability to build within firms. 
 
Christensen and Raynor (2003) coined disruptive innovation as the introduction of a business 
model capable of delivering a new value proposition based on technological innovation. 
Markides (2006) suggests that these components should be treated as distinct phenomena in 
order to better enable businesses to understand their strategic positioning in relation to 
forthcoming disruptive innovation. Assink (2006) uses a two-by-two grid (Figure 3) to 
demonstrate the innovation spaces and the associated levels of business risk.  
 
Figure 3 – Innovation application space (Assink, 2006) 
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Markides (2006) suggests that incumbents have options other than to copy or ignore 
forthcoming disruptive innovations. When faced with competition from innovative business 
models, incumbents can instead invest in their existing business to enhance their 
competitiveness relative to the new offering. For incumbents facing radical technological 
innovations, there is a paradigm that can be used to their advantage. The forerunners who 
create these radical innovations are very rarely also the ones that scale them from start up to 
mass markets. There is usually a flurry of innovation activity as a new technology arrives 
into the market, however, the technological drive is often not translated into business model 
innovation due to mindset, access to capital and scale. This then provides the opportunity for 
incumbents to acquire or partner with smaller technology innovators. To prepare for this, 
large firms can “nurture a network of feeder firms” (p. 24) (C. Markides, 2006) with the 
potential to serve as venture capitalist to the small start-ups or form strategic alliances. This 
paradigm aligns with Berthon et al.’s (2005) division of business’ strategic archetypes. The 
business which are technologically focused business being the ‘shapers’ or ‘interactors’ 
depending on their level of customer focus (Figure 4). Large incumbent firms are likely to be 
on the lower side of the technologically-focused spectrum and hence fall into being either 
‘isolators’ or ‘followers’. The opportunity arises for these firms to benefit from those with a 
technological focus through alliance, partnership or acquisition. 
A published review of Disruptive Innovation Theory (Dan & Chang Chieh, 2010) gives an 
account of the history and current state of the theory. Moreover, it summarises potential 
inhibitors and enablers and recommends future research topics. Of particular relevance to 
this research is the recommendation to investigate methods of equipping managers with 
capabilities to initiate change, identify emerging markets and understand the needs of new 
customers. 
An article titled Leading Disruptive Innovation (Kaplan, 2012) espouses a disrupted 
leadership to deal with disruptive innovation as well as fail fast business prototyping 
methodology. However, the notions put forward, such as using intuition over research, are 
not given a structure to facilitate implementation, adding to the need for research in this area. 
 
In an attempt to provide a structured set of actions for incumbent firms to follow to 
anticipate disruptive innovation, Paap and Katz (2004) deconstruct the drivers of disruption. 
They suggest there are three distinct patterns: (1) technology not keeping up with customer 
drivers; (2) new customer needs arise, which are unmet by existing technology; and (3) 
environmental changes create a new dominant driver. In response to pattern one, there is a 
need to continually monitor the outside technology landscape to identify new technology to 
meet the current customers’ needs. Paap and Katz (2004) suggest a focus on understanding 
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the needs and drivers of customers over hunting for new technology as the remedy to pattern 
number two. Finally, to confront the third pattern, they suggest that disruptions are often the 
result of actions or inactions by incumbents rather than technological innovation. This 
implies the need for introspection as well as marketplace scanning to identify environments 
with disruptive potential.  
 
A case study investigation into disruptive innovation in the health care sector gives an 
insight into another essential service industry that is experiencing rising costs, a legacy 
business model and changing customer expectations combined with increasing technology 
development. The authors, Hwang and Christensen (2008), define three overarching business 
model archetypes: (1) solutions shops, (2) value-adding processes and (3) facilitated user 
networks. The electricity distribution industry has long been a value-adding process-oriented 
business model, but with the coming democratisation of power generation and storage, there 
is an increasing need to provide facilitated networking as the value proposition to customers 
who choose to take up new technology. Hwang and Christensen (2008) strongly impress the 
importance of interoperability between the old and new business models to ensure continuity 
of care in a health care system, which is similarly important to the maintenance of electrical 
supply continuity to individual customers and the whole of society. 
 
Assink (2006) asserts that firms should develop distinct capabilities to bridge the gap 
between intention and actual disruptive innovation capability. From a broad literature review 
he presents a themed conceptual model of twenty inhibitors to creating disruptive innovation 
as a reference set for management. Assink (2006) affirms that the impact of removing these 
barriers and the level of difficulty in doing so depends on their nature. There is potential to 
use this list not merely to identify targeted hurdles, which need to be overcome, but also to 
strategically predict and mitigate the inhibitors to creating disruptive innovation. 
 
Stringer (2000) advances that most large firms inherently seek to maintain the status quo due 
to the history of investment in reaching the current state. Government ownership of an 
organisation adds to this allure for the status quo due to a tendency to reward stability and a 
strong risk aversion. 
 
There is a predominant consensus in the literature concerning large firms facing disruptive 
innovation to advocate structuring an internal dualism (Assink, 2006; Christensen & Raynor, 
2003; Martin, 2009; Paap & Katz, 2004) to manage both business efficiency and 
productivity with the need for open investigation of new possibilities for value creation. 
Rather than a struggle against corporate inertia and a focus on new capability building, 
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Markides and Geroski (2004) attest that established companies should concentrate their 
efforts on what they are good at — consolidating young markets into mass markets. This 
contrary opinion opens a completely different discussion about how large firms respond to 
disruptive innovation.  
 
There are many different strategies that firms can take in response to disruptive innovation of 
their market. Berthon et al. (Berthon et al., 2005) propose a tool to unpack the strategic 
archetype of a company to better assess the most appropriate response to disruptive 
innovation. The authors examine the role of technology in society and explore the 
trajectories of progress within the technological domain. They argue that there are five key 
paths to the progress of technological innovation, which are born of social actors changing 
the way people perceive and use them. The five trajectories are: extension, subversion, 
diversion, emersion and aspersion.  
 
Extension describes the traditional product development process. When technological 
innovations are introduced to the marketplace, there are intentional efforts to steer their use. 
Subversion is the intentional change of use or meaning by social factors. Diversion is the 
blocking or controlling of technological development through political, social or legal means 
to limit its impact on existing markets or society. Unintentional interventions also occur, 
which modify the trajectory of emergent technologies. Emersion describes when a 
technology has deep, unforeseen effects on consumers and society, which create a new way 
of being. The technology has a primary change effect on people, creating a positive interplay 
with society. Aspersion on the other hand denotes the unintentional negative side-effects that 
occur as new technology is integrated into society. The primary trajectory of technological 
development is extension. This is in turn influenced by the intentional and unintentional 
outcomes of society’s interaction with the new technology.  
 
The five trajectories are heuristics to interpret the meaning of various technological impacts 
on society and the impacts of society on technological development and use. The trajectories 
are not mutually exclusive and may co-exist. By understanding society’s influence on the 
emergent trajectories and the flow-on influence on future extension type development, it 
becomes apparent that the business sector is not in sole command of technological 
development; instead, it is a by-product of the interplay between businesses, society and the 
customers who use the technology. To plan, predict and prepare for future technological 
development from an internal organisational perspective would only result in limited impact. 
Understanding the customer and society’s influence on the course of technology will help 
firms direct their innovation focus more strategically.  
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The technology trajectories can be used as reference to define a company’s innovation 
modus operandi. This can be mapped to a grid of strategic archetypes (Figure 4) proposed by 
Berthon et al. (Berthon et al., 2005). The authors elaborate how a company’s relationship 
with technological innovation, as well as their relationship with their customers, adhere to 
the four archetypes — isolate, follow, shape and interact. 
 
Companies can assess which archetype they fit within by understanding the technological 
innovation trajectory they take or aspire to take. Berthon et al. (2005) state that companies 
can use their innovation strategic archetype as their defining strategic advantage. 
2.4 Design-led innovation 
As discussed in section 2.3, initiating change and identifying emerging markets — especially 
in large organisations — requires a formalised approach. One such approach to the 
facilitated navigation of these unchartered waters is DLI.  
 
Design is a word with broad definition. The design of products that people interact with falls 
within the more specific category of ‘industrial design’. This is a profession and field of 
study, which was born of the marriage of art and industry: form and function with its youth 
spent in the industrial revolution (Heskett, 1980). In the last decade or so there has been a 
platform extension of a key attribute of the industrial design profession — design thinking 
— into the business realm (Brown, 2009; Verganti, 2006). DLI has emerged from the recent 
marriage of industrial design and business (Bucolo & Matthews, 2011b). 
 
DLI ostensibly takes the well-articulated design process and maps this beyond product and 
process to the design of business (Bucolo & Matthews, 2011a) (see Figure 5). A key 
Figure 4 - Strategic archetypes (Berthon et al., 2005) 
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attribute of the design heritage of DLI is design thinking. Roger Martin proposed in his 
book, Design of Business (2009), that this well-explored construct seeks to ‘posit what could 
possibly be true’ (abductive reasoning) as opposed to employing inductive or deductive 
reasoning to envision possible future scenarios. DLI applies design thinking, abductive 
reasoning and other design tenets such as prototyping, to business models and processes 
rather than products. This results in a process for developing whole-of-business value 
propositions. 
 
A primary differentiation of DLI to many concurrently emerging business processes born of 
the design field (e.g. Design Driven Innovation (Verganti, 2006), Lean-start Up (Blank, 
2013)) is the inclusion of DCI. Insights gathered through qualitative engagement with 
customers are used to reframe opportunities for the business to create value. The framework 
serves to map these opportunities as propositions against vision, strategy and brand to ensure 
alignment between the company vision and the customer drivers. It is this alignment that 
creates growth potential through the meeting of customer desirability and business viability. 
The conceptual framework of DLI offers a structure to scaffold and map its implementation 
in a business context (Bucolo & Matthews, 2011a).  
 
Key components of the methodology are: 1) DCIs (Krippendorff, 1989); 2) business model 
prototyping using the business model canvas (Osterwalder & Pigneur, 2010) in contrast to 
the traditional quantitative research driven, linear process development of business plans; 
and 3) co-design to leverage insights, buy-in and ownership from customers and 
stakeholders as well as overcoming the disadvantages of non-inclusive development 
(Chesbrough & Schwartz, 2007). 
Figure 5 - DLI Conceptual Framework (Bucolo & Matthews, 2011a) 
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A search for literature on DLI returns sources mostly dating back no further than 2011. 
There are various authors and origins, however the literature available specifically relating to 
the construct referred to in this research is limited in three key ways. Firstly, it is authored or 
co-authored by only a handful of lead academics (Bucolo S, Wrigley C and Matthews J). 
Secondly the work spans back only until 2011 and thirdly, the body of work is primarily 
theory-focused, though the lead authors have called for more research with regard to the 
implementation of the DLI framework. As with any novel idea, a lack of history presents 
opportunity untested. This research offers to play a role in providing a ‘history of 
implementation’ as a part proving of the DLI methodology. 
 
The implementation of DLI requires a shift from a linear business mindset to an open and 
questioning one (Buckley, Beames, Bucolo, & Wrigley, 2012). A firm’s journey to 
becoming design-led can be greatly aided by the intervention of a designer who promotes a 
design approach in a firm — the Design Champion (J. H. Matthews, S. Bucolo, & C. 
Wrigley, 2012). Evidence shows that a Design Champion role is well supported by an 
external design mentor (J. H. Matthews et al., 2012). In large firms, the external mentoring 
can aid the design champion to demonstrate the value of a design-led approach to the senior 
executive as well as to support capability growth. 
 
Another key player in an effective design-led intervention is the Design Innovation Catalyst. 
The Catalyst acts as a facilitator of company change to achieve design integration, a link 
between design, strategy, business, industry and research (Wrigley, 2013). The path to 
becoming design-led is structured yet nonlinear which can create unease in a business 
context (see Figure 6). The DLI framework (Matthews, Wrigley, & Bucolo, 2013) identifies 
a set of signposts along a journey, which may have multiple pathways. 
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Figure 6 - DLI framework (Matthews et al., 2013) 
 
The first stage, labelled ‘Design’ (but later modified by the authors to ‘Dissect’) is a period 
of investigation of the business, its customers and industry context. This phase helps to 
uncover the firm’s reason for existence and sheds light on any ruling assumptions and 
implied or implicit conventions. The ‘Learn’ phase involves cycles of divergent and 
convergent design activity including the gathering of DCIs. The ‘Integrate’ phase comprises 
design, delivery and implementation of the requisite changes to accomplish DLI. 
 
The framework can be used by a Design Innovation Catalyst leading a team. It may also be 
used as a tool to assist management to understand the process in a more linear format, 
lending familiarity to a business-focused, process-oriented mind. The framework has 
successfully supported previous research endeavours, which combine an industry placement 
and research project (Doherty, 2014; Krabye, 2014; Townson, 2014).  
2.5 Deep customer insights 
Traditional market research has a bias towards the collection and use of quantitative data 
(Straker, Wrigley, & Bucolo, 2013; Witell, Kristensson, Gustafsson, & Löfgren, 2011). 
These methods fit well with the business sector’s preference for reliability over validity 
(Martin, 2009). However, businesses miss the opportunity to fully understand the reasons 
behind their customers’ actions when they focus on responses to the preferences of purchase 
patterns, market segmentation and satisfaction ratings. Zaltman (2003) refers to this focus as 
surface level, whereas more vital information can otherwise be gained by looking deeper.  
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Greater depth can be achieved through qualitative customer engagement. Using design 
methods (Beckman & Barry, 2009) such as persona, narrative and scenario, the researcher is 
able to gain understanding of not only what the customer wants, but why they want it 
(Drews, 2009). This approach enables the researcher to uncover the core drivers or reasons 
why people make the choices they do, or take the actions they take. These insights are key to 
developing new solutions rather than incrementally improving existing offerings. It is 
through a design-led approach that DCIs can be incorporated in a business methodology. 
This combines the validity of DCIs with reliability through iterative prototyping (Bucolo & 
Matthews, 2011a). 
DCIs can be used to compliment traditional market research. They dig below the surface to 
uncover latent user/human needs, which can be loosely defined as the customer’s why: why 
they do what they do. It is this why that drives behaviour. By understanding this, businesses 
can improve the validity of the decisions they make. Alternatively, traditional market 
research looks at the what, when and how of customer behaviour. This brings reliability to 
business decisions. Hence it is in combination that the two methodologies offer the greatest 
benefit of validity and reliability. 
 
Price et al. (2015) compare traditional market research techniques with approaches that 
utilise DCIs. Their results show that DCIs can provide “fresh, non-obvious ways of 
understanding customer needs, problems and behaviours that can become the foundation of 
new business opportunities” (p. 230). Traditional market research does not reveal why 
customers do or do not engage with a company, as opposed to DCIs, which do.  
 
When expressing the benefits of using DCIs, participant firms reported that they saw the role 
of their customers change from simply answering survey questions to becoming co-designers 
of new value propositions. Understanding of their customers’ difficulties also increased. The 
use of the qualitative methods to garner DCIs provided many benefits, including by enabling 
the collection of data that could be used in developing future propositions. The key balance 
offered by undertaking both methods of research is the validity of truly understanding what 
drives customers, combined with the reliability of larger sets of data from traditional market 
research. The researchers offer a matrix of the complementary methods, which outlines the 
purpose of each method based on progression of the project and the idea maturity (Figure  
7). 
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The matrix suggests the most appropriate research method for various project phases. It 
promotes the use of traditional market research methods to add reliability once explorative 
research has been conducted using DCIs to shift understanding from what and how 
customers engage to why they do or do not engage with a firm’s product/s and services. 
2.6 Literature review summary  
This chapter has presented the three main areas of literature relevant to the research question. 
In particular, literature concerning the electrical distribution sector, the implications of 
disruptive innovation and applications of DLI, has been examined. As a result, two key 
knowledge gaps were identified. Firstly, there is an emerging but incomplete area of theory 
involving the implementation of a design-led approach to innovation. Secondly, there is no 
empirical evidence in which such an approach has been investigated in the electrical 
distribution sector. In this respect, this chapter has situated this study within the existing 
literature, and established the context within which this study’s research design can now be 
described. 
Figure 7 - Complimentary DCIs/traditional market research methods matrix 
(Price, Wrigley, & Straker, 2015)  
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CHAPTER 3: CASE STUDY COMPANY 
3.1 Introduction 
This research focuses on a case study company, which will be referred to as ‘Electco’. 
Electco is a government-owned, operated and regulated company. It is an electricity 
distributor; the primary function of the business is to distribute electricity to its customers 
through an interconnected network of poles and wires. It is a business in a state of flux due 
to technology, marketplace changes and ownership drivers. 
This chapter provides an overview of the history and structure of Electco in order to set the 
context for the remaining sections of this thesis. This outline will also enable other 
businesses to evaluate the potential application of the research outcomes to their own 
endeavours. 
3.2 Company history 
Electco is a conglomeration of six separate distribution and retail businesses. There are six 
offices spread across the region covered by Electco’s network. There is a legacy of regional 
autonomy born from this, which at times leads to disunity across the business.  
 
The business is generally well respected in the community as it is seen as the restorer of 
power following natural disasters. Due to the company’s geographic service area, natural 
disasters are a reasonably common, nearly annual occurrence. This imparts a strong brand 
value to the business. 
 
There has recently been a significant restructure to the business as a result of major industry 
disruptions. This restructure has entailed a considerable reduction in staff from what has 
been a relatively stable workplace. Electco now has approximately 4,000 staff. 
 
The business model, upon which the current business and its predecessors were built, is no 
longer performing sustainably. With a confluence of market changes and disruptive 
innovations both present and forthcoming, there is a need to innovate the business model and 
mode of operation. 
 
The business has a collection of defining features, each of which could be used as an 
effective organising principle to investigate the potential DLI offers to such a business. The 
business is a State Government-owned and operated monopoly electricity distributor. It 
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operates within State and federal regulatory constraints. The business owns a $10B+ capital 
asset and the majority of productivity output from the business is related directly to this 
single core asset of poles and wires known as ‘the Network’. It is this network, which 
connects the business to all its customers and through which electricity is supplied. This 
physical connection to customers affords the business its current relevance and value to each 
customer. 
3.3 Company structure 
Electco is a State Government-owned enterprise. The two direct shareholders are the 
Ministers holding offices for Energy and the Treasury. Whilst these two Ministers are the 
only two shareholders, they are accountable to and representative of the constituency of the 
State. Through this relationship, the people of the State are effectively the owners and also 
the customers of the business (Figure 8). 
 
Figure 8 - Electco company structure 
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Electco’s hierarchical structure follows a regular corporate pattern. There is a Board of 
Directors with a Chief Executive Officer as the primary conduit between the Board and the 
business. The Executive Leaders are spread across the nine business units. There are several 
layers of management in the Executive Leadership Team and in each business unit. 
 
The business units, which interact face-to-face with customers, are the Retail and Operations 
Units. The Customer Engagement Unit has no direct contact with the business’s customers. 
Customer research is outsourced to external research companies.  
3.4 Industry context  
Electco has two component businesses with distinct functions within the electricity supply 
chain. These components are the electricity distribution business and the electricity retailer 
(see Figure 9).  
 
The retail business is one of the nine business units, though it is not fully delineated within 
the business structure as many functions are shared with the distributor. There are 
approximately 300 staff members allocated to the retailer with the remainder of 
approximately 4,000 staff working on the distribution business. 
 
At the time research was conducted, the retail business was operated entirely by the parent 
business. There is the potential for the retail business to be divested from Electco at some 
time in the future. This potential separation follows the path taken by other states with the 
retail sector being suited to an open marketplace due to low asset requirements and the 
Figure 9 - Electco industry position 
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natural competition space of customer sales. This research is focused on the distribution 
function of the business. 
 
Electco’s distribution function is responsible for the network of poles and wires, which 
deliver power from transmission substations to all customers. This large asset base, or 
network, is currently valued at over $10B AUD. The business is responsible for the 
construction, maintenance and replacement of these assets. With these responsibilities, the 
distributor is an asset-focused business. 
 
The network covers a large geographical area. Electco’s unique asset base boasts the world’s 
largest remote network, which includes 160,000 km of wires with over one million poles. 
This vast network services a relatively small number of customers — 700,000. This equates 
to a low number of customers per network kilometre in comparison to eight other 
comparable businesses (Figure 10). 
 
There is clearly a high cost to serve on a per customer basis, compared to other more dense 
networks. This high cost to serve is offset by a government regulated financial mechanism to 
maintain price equity (‘levelised tariff’) across the State’s population. This result is a 
regulated payment to the business (‘Community Service Payment’) (Figure 11).  
3.5 Industry regulation 
The distribution business operates within a regulated environment. The State Government 
regulates the price, which can be charged for the electricity sold. A Federal Government 
body regulates the income, which the business receives (Figure 11). Importantly this income 
is set at a regulated rate of return based on the operating and capital investment costs of the 
business. This means that the business is paid based on how much new network it builds and 
how much it spends to maintain the network, not on how much electricity it delivers. 
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Figure 10 - Market comparison of customers per network kilometre 
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These financial regulatory constraints situate the business in an operating environment far 
removed from a regular open marketplace. This regulatory environment directs the business 
focus away from the usual drivers of price and revenue, to a focus upon increasing the size 
of its network.  
3.6 Key company drivers 
As an artefact of discovery, the researcher produced a map of the company’s key drivers. 
This map (Figure 11) shows:  
• the	two	business	components	—	distribution	and	retail	—	which	play	succinct	roles	in	the	industry,	
• the	movement	of	money	and	information	between	the	various	regulatory	bodies	and	other	businesses,	and	
• the	geographic	jurisdictions	and	the	flow	path	of	the	primary	commodity	of	electricity.		
Having the key business drivers mapped on one page makes the complexity inherent in the 
company’s operating environment clearly apparent. 
 
 28 Chapter 3: Case Study Company 
 
	
 
Fe
ed
 in
 T
ar
iff
s 
 
Pr
of
it 	
U
se
 o
f S
er
vi
ce
 
Fe
es
 
	
Use of Service Fees 
Print 
Social 
Radio 
Television 
Internet 
Media 
ACCC 
U
se
 o
f S
er
vi
ce
 
Fe
es
 
$ 	
ELECTCO
Non-
Regulated 
Income 
Transmission 
(Long distance Network) 
Out of State 
Distributors 	
Generation 
(Connected to National Grid) 
N
AT
IO
N
AL
 
ST
AT
E 
R
EG
IO
N
A
L 
Determination.	(5	yearly)	
M
ar
ke
tin
g 
&
 R
el
ea
se
s 
 
R
ev
en
ue
 c
ap
 
$/
kW
h 
– 
Se
t A
nn
ua
lly
 
Pr
of
it 
Pr
of
it 
Pr
of
it 
$/
kW
h 
– 
Se
t A
d-
ho
c 
$ 
 
Australian Energy Regulator 
Use of Service Fees 
 
Other 
Retailers 	
State Government 
D
IS
TR
IB
U
TI
O
N
 
R
ET
AI
L 
C
U
S
TO
M
ER
S 
Ministerial Council on Energy 
Fe
ed
 in
 T
ar
iff
s 
 
Min 
Service 
Standards 
State 
Competition 
Authority 
Other 
State 
Distributor 
(non-competing 
with Electro)	
 
C
om
m
un
ity
 s
er
vi
ce
 
pa
ym
en
t 
 	
  Info Distribution 
ELECTCO 
Distribution 
Annual 
Report 
Customers 
Large 
users 
 
Commercial & 
Industrial 
 
(Co-generation & PV) 
Domestic 
 
 
(PV) 
Remote  & 
Isolated 
 
(Diesel, PV 
&Wind) 
 
Generation 
ELECTCO – KEY DRIVERS MAP	
Federal Govt 
ELECTCO 
Retail 	
	
ELECTCO business 
	
Stakeholder/s Electricity Information 
	 	
Money 
	
		
Figure 11 - Electco key drivers map 
 Chapter 3: Case Study Company 29 
3.7 Innovation capability 
The researcher worked with the business’s staff to construct an understanding and visual of 
its innovation capabilities (Appendix 9). This investigation resulted in a visual depiction of 
the three levels of innovation and the relative business activity in each space (Figure 12). 
The business has two formal and two informal innovation loci. The formalised units are the 
internal Business Innovation Unit and the New Product Development section, which is 
responsible for new product and technology development and testing. 
 
The Business Innovation Unit is a systematised internal collector, reviewer and promoter of 
staff ideas for continuous improvement. It is a team of two staff, which harvest primarily 
incremental innovations from within the company for use within the internal community. 
The structure of the unit is built to capture incremental and continuous improvement ideas. It 
is internally focused and its work is guided by two key questions: “what do our staff have to 
tell us” and “how can this benefit the business”. There is a formalised process with regular 
meetings, which include executive engagement. 
Figure 12 - Electco’s innovation processes 
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The New Product Development area of the business is heavily technology and engineering 
based. The development is focused on additions and improvements to the network, which are 
of a practical nature and tactical in scope. There is a formal linear process including review 
and sign-off mechanisms. This work is focused on incremental and sometimes platform-level 
innovation. 
 
There is no formally defined business unit or staff member/s tasked with higher-order 
innovation. The operational and tactical focus of the structured innovation teams within the 
business has an impact in the incremental- and platform-innovation spaces. Electco has no 
structured approach to support the genesis of, or mitigation against, disruptive or radical 
innovation. 
3.8 Disruption: the driver for change 
Since the late 1980s household disposable income in the State has increased approximately 
39% (Department of Energy and Water Supply, 2012). This, and appliance price reductions, 
resulted in domestic air conditioners reaching a critical affordability point. Reaching this 
point led to a flood of air conditioner installations. In 1982, 20% of households in the State 
had air conditioning; in 2012, 72% of households had air conditioning (Department of 
Energy and Water Supply, 2012). This subsequently drove up the consumption of electricity.  
 
At face value, higher electricity usage should be good for a business that charges for 
consumption. However, the usage pattern of air conditioners is concentrated in short periods. 
The sharp demand increase from air conditioning is focused at the hottest part of the day and 
sharply rises on the few hottest days of the year. To avoid blackouts, as happened in the 
early 2000s, the distributors are mandated to build the network to have capacity above the 
few hours of predicted peak demand per year. This results in a very robust, but underutilised, 
asset. It is the value of the network asset that drives the regulated rate of return that the 
business is paid. This return is funded through retail sales based on consumption. These sales 
have to cover the cost of the infrastructure investment, even where the asset is utilised to a 
lesser extent than previously. 
 
Increased consumption should ostensibly be a win for a distributor. However, the peak of 
consumption is concentrated in about a four hour period each year. The area under the curve 
in Figure 13 (green/blue) represents consumption, which generates income. The area under 
the mandated network capacity represents what has to be paid for in asset upgrade and 
maintenance. The increase in network capacity required to ensure no blackouts during the 
 Chapter 3: Case Study Company 31 
few hours of highest demand created a large disparity between how much customers were 
paying for and how much the distribution business was regulated to earn. To meet this 
disparity, the price of electricity has been driven upward. This price rise had a delay due to 
the five-year regulatory period when pricing is set. This lag created a disconnect between 
customer behaviour (in terms of the proliferation of air conditioners) and the increase of 
retail electricity prices.  
 
The other recent large disruption to the industry has been PV solar generation. This 
technology can be used on a large or small scale and can be applied by almost all customers 
of the distribution business. The relative accessibility of this technology and hence the 
democratisation of generation, is more of a disruption to the industry than the fact that once 
installed, owners pay virtually nothing for the power generated. 
 
Different levels of government have encouraged the uptake of solar PV through two pricing 
mechanisms. Firstly, rebates were offered on capital expenses (purchase and installation). 
Secondly, they set an inflated feed-in-tariff (that is, the price the distributors must pay to the 
‘generator’ for the electricity that flows back to the grid). These incentives, combined with a 
marketplace desire to take action on environmental initiatives, led to a massive uptake of the 
technology. One in five houses in Electco’s customer base now has solar PV installed. 
 
The State Government and Electco failed to adequately predict the rate at which this 
technology would be adopted. In June 2009, the State-based Renewable Energy Plan 
Figure 13 - Air conditioner proliferation disrupts network utilisation 
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predicted that by 2020 (11 years from that time) the state would have 40 MW of solar PV 
capacity installed. Less than 12 months later it had three times that amount. Four years later, 
over 1,000 MW of solar PV had been installed on the State’s network — 25 times the 
predicted uptake in only around two fifths of the time. 
 
Solar PV installations reduced revenue on two fronts. Consumers were now producing their 
own power and hence buying less. They were also receiving feed-in-tariffs for the electricity 
they exported back to the network. This created a fundamental change to the marketplace 
from a traditional unidirectional supply chain to a distribution of generation and supply 
points. 
 
There has also been another significant change in the demand side of the electricity market. 
The availability of efficient appliances and an increase in consumer environmental concern 
has seen overall electricity consumption reduce for the first time ever. This change 
fundamentally disrupts the ‘build now, pay later” model, upon which Electco has always 
operated. 
3.9 Industry problem 
There are two key issues faced by the electricity distribution industry currently. The funding 
model being used is out of date and the linear supply chain and monopoly status of the 
distributor is being disrupted. The following sections address these two issues in turn before 
describing their various impacts.  
3.9.1 Broken business model 
Electco’s primary source of income is a regulated (set percentage) return, based on its 
investment spend. This investment has risen sharply based on traditional models of 
mandated capacity to cover the predicted peak demand. The old model of overall growth in 
demand accompanied by the rise in peak demand no longer holds true. The peak demand 
growth now outstrips overall demand. The result is that the business has to build more 
network assets, but is selling less electricity through this network. The return, which is paid 
to the business, is funded by sales of electricity. In 2012, these sales have reduced for the 
first time ever (Department of Energy and Water Supply, 2012). Hence the rate applied per 
unit of electricity has had to increase. As a consequence, customers have a very reliable 
network, but are paying considerably more for their electricity supply (80% increase from 
2006-2012 (Department of Energy and Water Supply, 2012)). 
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3.9.2 A new disruption dawning 
There is now a new disruption on the horizon: distributed energy storage — batteries in 
people’s houses and in businesses. Distributed generation (predominately solar PV) enables 
customers to use less electricity from the network and at times to sell excess back to the 
provider. This changes the one-way flow dynamic of the industry. Distributed energy storage 
changes the dynamic again. Customers will be able to install batteries, draw from the 
network at cheaper times of the day (off-peak) and use the saved electricity whenever they 
choose. Those with solar PV will be able to generate during the day and store for their own 
consumption during the evening peak. Depending on sizing, customers may be able to 
generate and store enough energy to be completely independent of the network (Figure 14). 
 
If distributed generation and storage are used in combination, the disruption to business as 
usual could be far greater than any previous innovation. The need for customers to be 
connected to the network to assure supply of electricity will erode. With the rate of 
technological development in this space increasing due to material demand from other 
markets such as the motor industry, it is commonly accepted that it may take as little as five 
to 10 years for this technology combination to reach price parity with the network supply 
offering. 
 
Figure 14 - Technology facilitates the disruption of the network 
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The average network asset life span is approximately 40 years. Electco’s current business 
model is built on a regulated return on investment for the life of the asset. With the relevance 
of this asset coming into question, there is ample need to reassess the current business model 
— especially the value proposition of the primary assets from a customer perspective. 
3.9.3 Death spiral 
Once price parity is reached between distributed and network offerings, there is potential for 
a mass exodus from network connection. As more customers disconnect, there will be fewer 
customers paying for electricity from the distributor. This will drive electricity prices higher 
as this revenue stream is used to cover the same regulated return regardless of usage. Higher 
prices will drive even greater disconnection and hence a negative feedback loop will be 
created. The industry refers to this as the electricity industry ‘death spiral’ (Figure 15) (Kind 
& Edison Electric Institute, 2013; Simshauser & Nelson, 2012).  
 
Electco has a broken business model and impending disruption will only serve to feed a 
pricing death spiral. In this respect, there is a clear need for change if this business is to 
survive. 
3.9.4 A need for change 
A history of relative industry stability has created incumbent businesses with no need to 
innovate their business models. This has left the case study business and many others in the 
industry ill-prepared and unfamiliar with the processes and methods of innovating their 
business models and even their product on offer. Business model innovation requires an 
ability to connect with customers and stakeholders to understand what changes are wanted 
and will be valued (Chesbrough & Schwartz, 2007; Osterwalder & Pigneur, 2010; Teece, 
2010). 
 
Figure 15 - Electricity industry ‘death spiral’ 
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Electco’s customers have historically had an inability to change or choose alternate service 
offerings. This has created a very low level of customer engagement with the product, which 
has likely added to Electco’s lack of direct customer contact and engagement. This low level 
of customer engagement may also have created a perception of an inability to use customer 
insights to drive strategic business development. 
 
The business sees itself as having a ‘burning platform’ problem. The business knows that to 
do nothing — ‘staying on the platform’ — will mean death, though it has not yet discovered 
how to safely get off. The CEO states openly that this confluence of industry events and the 
coming tide of disruption have created a “once in a lifetime opportunity for change.” 
3.10 Industry project 
The action research methodology used in this placement focused on action (change) and 
research (learning). In order for the researcher and the business to gain the most benefit from 
the placement, an industry project was proposed as the focus of the action. The undertaking 
of a concrete project gave real life context and outcomes to the demonstration of DLI 
principles. This also allows for the business’s participating staff to learn kinaesthetically. 
The researcher informed the staff of the reasoning and processes behind DLI, demonstrated 
the approach in action and then encouraged the staff to learn by doing themselves. 
 
Electco sees the need to acquire help to deal with its burning platform. It sought to 
investigate DLI as a methodology to tackle the disruption and its need to build broader 
innovation capacity and capability within the business. The industry project was conceived 
approximately six to eight weeks into the researcher’s placement. The researcher conducted 
‘key drivers’ (Figure 11) and innovation pathways (Figure 12) mapping exercises of the 
business and used these insights as tools to present back to 14 key internal stakeholders of 
the business. The presentation outlined the complexity of the business’s key drivers and how 
this differs from a traditional privately-owned service or product delivery business model. 
The researcher also outlined the three levels of innovation (incremental, platform and 
radical) and reflected the findings of the business’s current activity in each level. After the 
meeting attendees reached a general consensus around the business’s innovation capability 
and the coming disruptions, the researcher introduced the DLI methodology. The researcher 
proposed that it could benefit Electco to use a customer-centred approach to understanding 
the potential value propositions, which may help the business survive and perhaps leverage 
the coming disruptions. 
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At the conclusion of the researcher’s presentation, there was agreement from attendees as to 
the direction and scope of the industry project. The project was to focus on the issue of the 
forthcoming wave of disruptive innovation based in distributed energy storage (batteries). 
The meeting’s members understood the possible disruptions to the business and the potential 
benefits of leveraging these. They also understood that the business had no ongoing plan to 
consider how to harness or counter the disruptive potential of the technology, despite the fact 
that it had been testing it on a product level. 
 
The industry project was scoped as a design-led exploration of customer insights into the 
potentials of domestic battery storage. The DCIs generated from a customer deep dive would 
then be used as seeds to innovate the business models, which would then be ready to 
prototype with customers for feedback and further development. 
3.11 Industry placement 
Electco understands that it is at present operating on a ‘burning platform’. It does not, 
however, have a clear view on how to establish a new path forward. Ideally the business 
would like to enable future value creation around the existing asset. The business became 
aware of the potential to embed a Design Innovation Catalyst (the Researcher) and provided 
funding for the placement. There was little expectation on the part of the business other than 
to understand what a design-led approach could offer. 
 
The research placement began in March 2013. The researcher worked on-site three days per 
week for a period of ten months. The researcher began the placement at a time of major 
internal restructure. Changes were made to the business, the scale of which had not been 
seen for at least a decade. There was a geographic change to the office, a 10% staff reduction 
and a work function restructure. These changes were all underway as the research placement 
began. This was problematic for the researcher in trying to build an understanding of the 
current ‘business as usual’, though it was beneficial in the sense of seeing the emotional 
response to changes resulting from the inability of the business to react to disruptive 
changes. 
 
The following three tables document the researcher’s actions over the period of engagement 
with the case study company. The process involved three main phases: 1) Dissect, 2) Learn 
and 3) Integrate. These phases correlate to the DLI framework (Matthews et al., 2013), upon 
which the design-led component of the research design for this study was based (Figure 16). 
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Figure 16 - DLI framework (Matthews et al., 2013) 
 
Table 1 - Researcher actions — Dissect phase 
   Objective Tools & approaches Outputs Participants 
M
ar
ch
 - 
M
ay
 
Meet people across 
the business.  
Seek education of the 
business and industry. 
• Snow-balling. 
• Organisational 
structure mapped to 
establish input from 
staff vertically and 
laterally dispersed. 
• Organisational 
structure diagram 
highlighting staff 
engaged. 
• Acronym and 
jargon summary 
sheet. 
• ~30 people. 
• 3 x Executives. 
• 6 x Senior 
Managers. 
• Design 
Champion. 
A
pr
il 
Understand the 
personal drivers of 
employees. 
• Golden circles. • Close alignment of 
personal and 
business ‘why’. 
• 2 people. 
Map key drivers of 
the business. 
• Process/activity map. • One page visual of 
functions, 
communications 
and financials 
(Figure 11). 
• ~30 people. 
Map innovation 
pathways in the 
business. 
• Activity map. • Visualising 
company 
innovation activity 
loci (Figure 12). 
• 2 people. 
Forum one. 
Present DLI to 
internal stakeholders. 
Define industry 
project. 
• Innovation types. 
• Focus group. 
• Research data. 
• Decision on focus 
of industry project. 
• 12 people. 
• 3 x Senior 
Managers. 
(Text in blue highlights the acquisition of data for the research project) 
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Table 2 - Researcher actions — Learn phase 
 Objective Tools & Approaches Outputs Participants 
M
ay
 Initial staff 
interviews.  
• Semi-structured, in-
depth interviews. 
• Research data. • 13 people. 
Ju
ne
 Build customer 
engagement plan 
with business. 
• Prototyping. • Documented and 
approved 
procedure. 
• 3 people. 
Ju
ne
 - 
A
pr
il 
Customer 
engagement 
provocation tool. 
• Persona. 
• Narrative. 
• 20 page visual as 
narrative prompt. 
• Design 
Champion. 
Recruit customer 
research 
participants. 
• Empathy, 
prototyping. 
• 4 days on the phone. 
• List of contacted 
customers.  
• Research plan. 
• Customers by 
phone. 
Understand 
factory staff 
culture.  
• Culture mapping. • Broader 
understanding of 
business culture. 
• Project 
managers. 
• Factory staff. 
A
ug
us
t –
 S
ep
t 
Understand 
Executive drivers. 
• Semi-structured, in-
depth interview. 
• Research data. • 1 x Executive. 
Share findings 
with research 
student cohort. 
Demonstrate a 
reflection session 
to the business. 
• Activity map, 
visualisation. 
• Storytelling. 
• Reflection. 
• Researcher 
facilitated 
reflection on 
findings and 
progress. 
• Student 
researcher 
cohort. 
• Design 
Champion. 
Engage Executive 
Leadership. 
• DLI verbal 
presentation. 
• Upper Executive 
engagement. 
• 1 x Executive. 
Qualitative 
customer research  
(first deep dive). 
• In-depth interviews. 
• Narrative. 
• DCIs. • Deign 
Champion. 
• 12 external 
customers.  
Understand 
operations team 
culture. 
• Observation of 
customer 
interaction. 
• Culture mapping. 
• Empathy for staff 
and customer. 
• 2 x frontline 
electricians. 
Analyse first deep 
dive insights.  
• Visualisation. 
• Affinity mapping. 
• Theming.  
• Collation of 
DCIs. 
• Representative 
personas. 
• Presentation 
pack. 
• Design 
Champion. 
Qualitative 
customer research  
(second deep 
dive). 
• In-depth interviews.  
• Narrative. 
• DCIs. • Design 
Champion. 
• 3 x managers. 
• 16 x customers. 
Internal frontline 
staff research  
• Observation. 
• Staff discussion. 
• Recorded 
observations. 
• 2 x call centre 
staff. 
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(‘double-
jacking’). 
• Empathy for pain 
points. 
Se
pt
 
Analyse second 
deep dive 
insights.  
• Visualisation. 
• Affinity mapping. 
• Theming.  
• 6 x business 
propositions. 
• Design 
Champion. 
(Text in blue highlights the acquisition of data for the research project) 
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Table 3 - Researcher actions — Integrate phase 
 Objective Tools & Approaches Outputs Participants 
O
ct
ob
er
 
Forum two. 
Deliver DCIs to 
staff. 
• Formal presentation. 
• Facilitated discussion. 
• Research data. 
• Value assertion 
of DCIs.  • 12 Staff. 
Understand 
Executive drivers. 
• Semi-structured, in-
depth interview. 
• Research data. 
• Visibility of 
DLI 
demonstration 
at Executive 
level. 
• 1 x 
Executive. 
Engage staff in 
business model 
prototyping  
(first session). 
• Workshop group 
norming. 
• Marshmallow 
challenge. 
• Pictionary, 
visualisation. 
• Value proposition 
canvas and business 
model canvas. 
• Research data. 
• Staff learnings. 
• 10 staff from 
a variety of 
business 
units. 
N
ov
em
be
r 
Secondary staff 
interviews. 
• Semi-structured, in-
depth interviews. 
• Research data. • 11 Staff. 
Engage staff in 
business model 
prototyping  
(second session). 
• Business model 
canvas. 
• Research data. 
• Staff learnings. 
• Prototype 
business 
models. 
• 10 staff from 
a variety of 
business 
units. 
Assess business 
models against 
strategy. 
• Scenarios. • Gap analysis. • Design 
Champion. 
• Subject 
Matter 
Experts. 
D
ec
em
be
r 
Iterate business 
model canvas 
framework. 
• Business model 
canvas. 
• Rapid iteration. 
• Build supplier-
retailer 
symbiotic 
business model 
canvas pair 
(see Appendix 
8). 
• Design 
Champion. 
• 1 x senior 
staff. 
Present business 
model 
developments to 
the board. 
• Visual communication. • Board pack 
slides. 
• 1 x Senior 
Manager. 
(Text in blue highlights the acquisition of data for the research project) 
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3.12 A Champion for design 
The action research methodology employed by the researcher ensured high levels of contact 
with the staff. This enabled deep learning for the researcher and staff alike. Early in the 
dissection phase, an internal Design Champion (Matthews et al., 2012) emerged from within 
the staff body. This individual is termed the Design Champion as they were a believer in the 
benefits of design thinking and could champion these benefits to the business, whilst not 
being easily dismissed by the stigma of being an ‘external’. This Design Champion was 
crucial to the success of the integration of DLI within the business. They introduced the 
researcher to key staff and gave strategic advice on business politics. This person also gave 
the researcher valuable insight into the history of innovation within the business. This 
guidance was invaluable in achieving meaningful, useful interaction and a timely delivery. 
Furthermore, the Design Champion was a prominent participant in the design-led process, 
helping to ensure greater uptake from other staff through role modelling.  
 
3.13 Benefit to the company 
The business has a potential four-fold benefit of participation in the research. Firstly the 
performance of a tangible project within the business using DLI principles and processes  
offers an outcome in itself. The business gained a deepened understanding of its customers 
and their needs and used these insights to generate personas and ideate potential concepts to 
test. Secondly, the performance of the project is designed to disseminate knowledge and 
understanding of DLI and also build capacity within the existing staff. Thirdly, it is 
anticipated that delivery of the research thesis and subsequent presentation(s) of the findings 
will provide knowledge to benefit the future leverage of DLI within the business to greatest 
effect. Finally, there is additional potential for the partner business to benefit from the 
researcher. The knowledge gained by the researcher of internal and industry issues may 
result in value returning to the business through peer-to-peer knowledge transfer over time. 
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CHAPTER 4: RESEARCH DESIGN 
4.1 Introduction 
Existing research in the field of DLI is weighted towards building a case for its theoretical 
foundations. This bias results in limited research focus on studies into industry 
implementation of the methodology. The industry partner involved in this study — ‘Electco’ 
— has characteristics outside of the bounds of previous DLI implementation exploration. 
The partner business is a large State Government-owned, operated and regulated enterprise. 
It is an essential utility provider with an historical geographic monopoly.  
 
This research aims to investigate the potential of DLI within this business context, including 
by identifying the benefits that DLI offers a business such as Electco. The research also 
seeks to unpack the perceived value of the methodology as well as the barriers the industry 
partner has to implementing a design-led approach. In order to facilitate these research goals, 
three key objectives were identified. These objectives were to educate, demonstrate and 
observe the design-led approach to business innovation.  
 
The researcher sought to educate Electco’s staff as to the methodology and theory behind 
becoming design-led. The education also continued through the industry placement with 
respect to the tools and processes used at each stage of the design-led journey. An industry 
project (section 3.11) was selected to run as a design-led project. This allowed the researcher 
to demonstrate many of the principles of DLI in action. Demonstration of the tools and 
techniques brought theory to life and enhanced the participants’ understanding of the value 
potential of DLI. The researcher involved staff from the industry partner through all facets of 
the industry project. This meant the project had high levels of transparency and engagement 
with the staff. The objective was to offer ‘learning by doing’ for the participating staff. 
Finally, the study’s observation objective entailed watching, listening and recording staff 
reactions to all aspects of DLI implementation. These observations were recorded to be used 
as data for research purposes, but also for the purpose of feeding back into the action-
oriented research process. Subsequently, the observations informed delivery of future action 
as well as informing the research question. 
 
It is hoped that the insights generated from this research will be transferrable to other 
businesses that share similar attributes to Electco. Moreover, the scale of monopolistic 
businesses or those involved in essential utilities lends potential for this research to achieve 
even broader impact. 
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4.2 Methodology 
This research project was conducted by embedding a Design Innovation Catalyst (the 
researcher) into the industry partner business. The Catalyst’s role was to teach, demonstrate 
and observe all aspects of using a design-led approach. In performing this role, the 
researcher became teacher, demonstrator, observer, recorder and researcher. The researcher 
entered the business with no clear project directive or position within the business. The 
researcher used a design approach to dissect the issues within the business through ad hoc 
interviews with staff. This led to an understanding of the business and the opportunities to 
implement a design-led approach to business innovation. It also resulted in an understanding 
of the most appropriate people to work with in order to progress the research most 
effectively. Figure 17 describes the complementary research and industry projects aims, 
output and outcomes. 
 
During the ten month embedded placement the researcher used action research to acquire 
data to answer the research question. This was performed concurrent to the undertaking of an 
industry project. The industry project was designed to demonstrate DLI principles and 
processes to the business and to have tangible, business-oriented outcomes (section 3.10). 
The two projects were run independent of each other, though at times benefitted from 
individual events. Figure 17 outlines the succinct aims and desired outputs and outcomes of 
both projects. The details and key findings of the research project form the core research data 
in this thesis. 
 
Figure 17 - Research and industry projects 
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The research data were derived from three sources: (1) in-depth interviews, (2) focus groups 
with the business’s staff and (3) a reflective journal kept by the researcher. Furthermore, the 
researcher was a member of a cohort undertaking similar research embedded with companies 
from non-competing industries.  
4.3 Action research 
Action research as a methodology differs from traditional research primarily in that the 
researcher, instead of being separated from the system being researched, is both subject and 
researcher (Argyris & Schön, 1989). This results in the researcher being involved in 
changing the very situation that is also being studied (Perry & Zuber-Skerritt, 1992). Argyris 
& Schön (1989) argue that action research, therefore, is able to achieve greater levels of 
validity than traditional ‘removed researcher’ methods. 
 
Perry (1992) described action research as having three key aspects:  
• A group of people at work together (the industry partner staff and researcher); 
• The group is involved in the cycle of planning, acting, observing and reflecting on their 
work more deliberately and systematically than usual; and  
• A public report of that experience (such as this thesis).  
 
The methodology as described by Perry (1992) was applied to this study across the two 
projects conducted by the researcher: that is, the industry project involving the researcher 
within a workgroup of practitioners (industry staff) and the thesis project. The industry 
project focused on using DLI to plan for coming disruption. Alternatively, the thesis project 
was primarily concerned with the research problem and answering the research question.  
 
In practice, action research is a very natural exercise. Planning, acting, observing and 
reflecting are intuitive actions (Figure 18). The researcher added rigour to these exercises by 
planning the implementation of the steps and scheduling reflection at regular intervals (Perry 
& Zuber-Skerritt, 1992). The reflections were also conducted at several levels. Daily 
reflections were recorded in the researcher’s personal reflective journal whereas weekly 
reflections were structured around the DLI research cohort meetings at the end of each week. 
These sessions were both structured and unstructured, allowing topical issues to be raised as 
well as ensuring structural matters were not missed. Being off-site from the industry partner 
also created a beneficial distance from workplace tasks to improve the objectivity of the 
reflections. Reflection was also facilitated by colleagues who were external to the industry 
partner, which encouraged further objectivity. Overall, reflection was embedded into each 
cycle of the DLI implementation as shown in Figure 18.  
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Argyris and Schön (1989) counsel the need to consider other ‘plausible alternatives’ as to the 
cause of the research outcomes. This caution is in reaction to a potential "Rashomon effect" 
whereby different observers tell internally compelling but incompatible stories of 
organisational change. To counter this, the research was structured to triangulate data from 
three sources (interviews, focus groups and personal reflective journal). This caution and 
plan to seek convergence builds a tension with the design thinking perspective of looking 
toward the outlier for insight. The trade-off between validity of the findings and academic 
rigour of the process is managed through the application of in-depth qualitative research, 
tested through data triangulation. 
 
Action research was used in place of other traditional research techniques for several 
reasons. Firstly, the approach is akin to the design process, which is iterative, action oriented 
and interpersonal. Using action research allowed the researcher to carry out their work and 
research as a Design Innovation Catalyst. Secondly the industry partner had an appetite for 
change. Given the choice, businesses do not want to wait for time to pass to collect 
observational data followed by analysis to then return only findings and recommendations as 
an outcome. Alternatively, the opportunity to ‘do and learn’ at the same time has the allure 
of more timely return on the research investment, as well as staff capability enhancement. 
Action research has the benefit of offering research outcomes and business outcomes 
simultaneously. 
 
Perry (1992) also advances that through the process of undertaking action research, the 
candidate not only investigates and improves management practice, but also personally 
develops relevant management competencies. The researcher in this project also acquired 
Figure 18 - Action research cycle (Perry & Zuber-Skerritt, 1992) 
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beneficial industry and business practice knowledge through the process of undertaking the 
research. 
 
Action research is suited to the investigation of government-owned and regulated businesses 
as the shifting sands of policy dictated by election cycles can mean that traditional research 
outcomes become irrelevant or devalued before they are delivered. The continuous iterative 
nature of action research ensures progressive business value return on investment throughout 
the research period, as illustrated in Figure 19. This was particularly pertinent during the 
placement to adapt the research engagement and agenda to the outcomes of two successive 
business restructures during the research period. 
Figure 19 - Project action research cycles 
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Utilising action research cycles — aligned with the multiple stages of a design-led approach 
to business innovation — allowed the researcher to adapt planned actions to the mindsets of 
the staff as they were discovered. This resulted in a more tailored delivery, maximising the 
value to business throughout the research engagement. 
4.4 Research data 
Three different data collection techniques were used to gather and triangulate the data: semi-
structured in-depth interviews, focus groups and a reflective journal. The collection of data 
using these three separate techniques enabled triangulation, which contributed to the validity 
and rigour of the research findings (Melrose, 2001). Thematic analysis of the data enabled 
the researcher to develop insights that assisted in answering the research question. Figure 20 
presents the chronology of the various types of data collection along the project timeline. 
 
 
Figure 20 - Chronology of research project data gathering events 
 
A detailed explanation of each method of data collection is provided below in addition to a 
summary of the participants involved, the method and objectives for each dataset. 
4.4.1 In-depth interviews 
Interviews were conducted with selected staff of the business at the commencement and 
conclusion the industry project. The interviews were semi-structured, using an outline guide 
of inquiry topics (see Appendices 1 and 2) whilst allowing the conversation to deepen 
around some topics, as directed by the interviewee. All interviews were conducted in private 
meeting rooms at the industry partner’s premises. All interviewees volunteered their time 
and details pertaining to their involvement can be seen in Figure 21. 
 
The initial interviews were held in the second and third months of the research. The 
approach with these interviews was to gain a baseline understanding of the staff attitudes to 
the business challenges ahead, the perception of value delivery across the business and the 
current innovation methodology in the business. 
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Figure 21 - In-depth interviews details 
 
The secondary interviews were conducted in the final two months of the research. These 
interviews sought to uncover the perceived value of the specific tools of DLI, including their 
relevance and value to the business. The participants were, therefore, selected based on their 
contact with the industry project during the research and for their experience and influence 
across the business. 
 
Each interview was audio recorded with the open knowledge of the participants. This 
allowed unencumbered conversation flow and reduced the time impost on the participants. 
The interviews lasted for between 18 and 109 minutes. The initial interviews averaged 66 
minutes and the secondary interviews averaged 37 minutes. The audio data were later 
transcribed for coding and analysis. An example of a transcription is included in Appendix 3  
4.4.2 Focus groups 
Four focus groups held within the business formed a cross over between the industry project 
and research data collection. The focus groups were held in conjunction with workshops, 
which explored and developed particular skills relevant to DLI. The focus group method of 
engaging with staff participants allowed alternative viewpoints to be uncovered and 
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discussed. The ability for group participants to build on each other’s ideas created a 
conversational dialogue, which resulted in an open flow of ideas and attitudes. The 
researcher paid careful attention to facilitating the focus groups to ensure all participants 
were heard.  
 
The group format allowed for the expansion of ideas. This worked particularly well during 
one session, which involved coaching in the skills of design thinking. A high level of active 
engagement with the DLI process, new to most staff, lead to increased participation and 
collaborative communication in the focus group. 
 
The focus group interactions were audio recorded and later transcribed for coding and 
analysis. They were all held in the meeting rooms of the company and scheduled in regular 
work hours. Further details are outlined in Figure 22. 
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Figure 22 - Focus group details 
 
4.4.3 Reflective journal 
The researcher kept a reflective journal throughout the 10 month embedded research 
practice. The journal was updated daily; the researcher recorded ad hoc conversations with 
staff and useful information received as a result. These interactions often revealed the ‘gold’, 
which is not written in process manuals or company culture documentation. This information 
could only be accessed through being embedded in the business and building interpersonal 
relationships and trust with staff. Keeping the reflective journal throughout the research 
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placement allowed the capture of valuable insights at any time and did not require the setting 
up of formal data gathering events (see Figure 23). 
 
Figure 23 - Reflective journal details 
 
4.5 DLI research cohort  
The researcher was a member of a cohort of 13 higher degree research students who were all 
researching the application of DLI. Six of the researchers were embedded with non-
competing businesses. The cohort met weekly to discuss each other’s progress, workshop 
issues and further develop the tools and strategies for implementation of DLI. 
 
Weekly interaction with the DLI research cohort was a powerful tool for guided and 
provoked reflection, which was captured in the researcher’s reflective journal. The cohort 
facilitated self-reflection around the week’s interactions whilst embedded in the business and 
also enabled personal comparisons against the experiences of the other cohort members. The 
physical removal from the embedded surroundings on a weekly basis also facilitated the 
development of a broader perspective on the research process and the business context. 
4.6 Participant selection 
All research participants were selected from within the business and represent a cross-
section, both vertically and horizontally, of the business’s staff. Through discussion with the 
Design Champion, participants were chosen for their hierarchical position and also for their 
openness to new ideas and change, as well as their influence within the business. They were 
chosen on the basis of being nodal within the business: that is they interacted with a greater 
number of the staff than the average person, making them more effective data gathering 
points with respect to company culture. The additional benefit of selecting nodal participants 
was that they also served as effective and trusted disseminators of new information (e.g. DLI 
process). 
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During the initial dissection phase, the researcher used a ‘snow-balling’ (Noy, 2008) 
sampling technique, where they asked individuals who they would recommend to include in 
the research work. The researcher combined this technique with a targeted approach to 
identify an appropriate mix of participants from the executive and frontline staff across the 
majority of the business units. To protect the anonymity of Electco’s staff, Figure 24 shows 
the hierarchical and business function spectrum of participants. 
4.7 Analysis 
The research data were examined using thematic analysis (Braun & Clarke, 2006). The 
research was not designed to test a hypothesis, rather, it sought to uncover new information. 
This aligns with the open style of the research question — How can DLI deliver value to 
government-owned and regulated business? Utilising thematic analysis enabled prominent 
and pertinent evidence to arise. This allowed new knowledge to emerge inductively from the 
dataset, rather than via a deductive focus on proving or disproving a single notion. 
 
The in-depth research interviews and focus group were audio recorded. This source data 
from interviews and focus groups were transcribed to a digital text format. All three data 
sources were imported to an analysis software package (NVivo), which has been purpose-
built for the task of qualitative analysis. Further evidence of the digital coding method can be 
seen in Appendices 3–6. 
 
The researcher spent time immersing themselves in the data, including reading transcripts 
while listening to the audio recording simultaneously. Informative sections of text were 
highlighted and tagged with a ‘code’. This code was then used for other sections of text, 
Figure 24 - Research participant map 
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which related to the same theme. The codes that were created were derived from ‘open 
coding’ (Patten & Bruce, 2000) . Open coding is when a meaningful passage of text is given 
a code at the time of discovery. These open codes grew and became the code set for the 
entire analysis. 
 
The following table lists the full set of codes created for the research. These have been 
themed to give a hierarchy of codes and sub-codes. The table gives the definition for each 
individual code, which explains the content type in each code. An example of each code is 
also provided for transparency’s sake in Table 4.1. Further detail can be seen in Appendices 
3–5. 
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Table 4 - Analysis coding scheme 
 
Lead 
Code 
Sub-Code Definition Example quote 
Asset  General reference 
to the business’s 
core asset — the 
network 
Most of the business is very much focused on 
the current infrastructure, maintain it, build 
it, keep it running and it is good, repair if it 
is damaged, all the rest of it so we are very 
much a fire fighting mentality (and) do it 
very, very well. 
 Asset 
utilisation 
Customer 
utilisation of the 
network  
Electco operates one of the largest and 
lowest density electricity networks in the 
world. 
 Stranded 
asset 
Potential future 
state of asset 
under-utilisation 
That it’s going to mean that we are going to 
start charging capacity or just daily 
connection — increase those connection 
costs. That drives the cycle of people 
thinking ‘well you know — get off the 
network altogether, then you might have [a] 
stranded asset or heavily underutilised asset. 
Business 
know-
ledge 
 Acquisition or 
holding of 
knowledge in the 
business 
Partner up to leverage the value of the 
intellectual power of unis and other research 
organisations so we do a lot of work with 
different unis and CSIRO etc. 
 
Business 
model 
 Reference to 
business models 
current or future 
Electco is currently in the broadcast 
mindset. We need to have the 
internet/network mindset. 
 
Business 
planning 
 Planning works to 
be undertaken by 
the business 
You have to change the whole planning 
methodology to take advantage of demand- 
side participation and as not to build things 
until you are really, really, really needing to 
do them. 
 Chapter 4: Research Design 55 
Lead 
Code 
Sub-Code Definition Example quote 
Business 
to market 
 Connection 
between the 
business and its 
marketplace 
When price goes up, customers do not 
necessarily see an improvement in terms of 
getting more of what they pay for. 
 
 Brand Understanding of 
the business’s 
brand 
One of the powerful things we have as an 
enabler is the trust in the brand. 
 Effect on 
market 
What the business 
or other entity 
has, does or could 
do, which will 
have some effect 
on the market 
Perceptions of costs and affordability has 
been dropping quite significantly in the last 
five to six years. 
 Slow to 
react to 
change 
Evidence of the 
business’s slow 
reaction time to 
changes 
We just need to be more nimble; we just have 
to be more responsive. And that will build 
the sustainability of the business. If we just 
stand as this lumbering monolith then we 
won’t be sustainable. 
 Slow to 
react to 
market 
Slow 
responsiveness to 
the market 
Electco has ‘whites of the eyes’ syndrome — 
we don’t tend to react until we see the whites 
of the eyes of the opposition. 
Corporate 
learning 
 Knowledge 
entering or being 
shared in the 
business 
You have got the other guys who go to 
conferences … so they will bring back 
themselves and pass it on to the group, but it 
is not a formalised process. 
Corporate 
strategy 
 General capture 
around strategy  
We are not sure of what our owners want us 
to be. 
 
 Current 
state 
The current 
strategy or 
perceptions of it 
Electco is ‘fat dumb and lazy’. Not at all 
commercially oriented. Needs matrix 
management systems. Too many people 
deciding themselves to do what they want. 
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Lead 
Code 
Sub-Code Definition Example quote 
 How do we 
get there 
How to achieve 
the change 
required to 
become the 
business of the 
future 
We spoke largely about the market reform 
project and how the working group has 
realised that it needs to be about business 
reform and rebuilding. 
 
 Strategic 
advantage 
The business’s 
advantage in the 
marketplace 
This is all about what is the strategic 
platform and the strategic play that I can put 
in place that is different to the other value 
propositions from the other companies, other 
retailers. And it’s that network. 
 Where are 
we going 
Company vision 
of the future 
marketplace and 
business model 
We do have to move towards an opportunity 
mindset. 
Culture  General insights 
into the internal 
business culture  
He sees an Electco persona as a male 
engineer with 40 years experience in the 
industry. He is well liked in the circles he 
moves in but is very shy to talk about 
success. He does not like to know about his 
failures. 
 Inefficient Cultural 
inefficiencies  
Processes can be really difficult to put in 
place when you’ve got heaps of people 
involved. 
 Internal 
alignment 
Indications of 
alignment or 
misalignment 
Sometimes there is a bit of dog in the 
manager type things that go on. “This is my 
area - don’t come into it”. 
 Leadership Issues related to 
leadership within 
the business 
There needs to be more accountability. 
Especially for the EGMs and GMs. They are 
just not accountable. 
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Lead 
Code 
Sub-Code Definition Example quote 
 Optionality Individual’s 
ability to opt in or 
out of a work 
program 
There’s a certain aspect of what I call 
optionality in the culture as well. If  that 
independence, that self-reliance, sort of says 
you know, if I don't agree with that way, I’ll 
do it my way. 
 Risk 
aversion 
Attitude towards 
risk taking 
He is concerned about the risk aversion of 
the business and how it holds up progress. 
 Silos Internal 
workplace 
barriers and 
separations 
The historic legacy of Electco coming from 
the conglomeration of several agencies and 
they don’t all talk to each other nor do they 
act as one. 
Customer  General 
comments on the 
business’s 
customers 
So one of the troubles is you had someone 
who owned the customers, someone who 
owned the assets, someone who owned this, 
someone who owned that. 
 Customer 
contact 
Times when the 
business is trying 
to, wants to, 
should or thinks it 
does connect with 
its customers 
We measure it by ‘feel good’ satisfaction 
surveys. 
 
 Customer 
driven / 
centred 
References to 
customer focus 
Asset Management doesn't hear enough of 
the customer voice. 
 Customer 
and 
stakeholder 
engage-
ment 
Viewpoints on the 
engagement of 
stakeholders and 
customers 
In business I would probably manage it 
through contracts and courts. And here we 
manage it through sort of newspapers and 
bits and pieces. 
 DCIs Understandings 
and actions 
around DCI 
If you don’t really understand the customers 
then we are never going to be able to 
respond. 
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Lead 
Code 
Sub-Code Definition Example quote 
 Value 
proposition 
What value the 
business offers its 
customers 
Customers in hardship, you know, we 
probably do more than a lot of organisations 
in our position might do. Wanting to help 
customers in hardship. 
Drivers 
for 
change 
 Capture of all 
drivers for change 
in the business 
You know certainly solar has softened the 
business up in terms of starting to 
understand that the network in 10 years time 
is going to be a lot different to the network of 
10 years ago. 
Essential 
utility 
 Reference to the 
essential nature of 
electricity supply 
He didn’t think it was right that we as a 
Queensland distributor should come up with 
something different to the other states. He 
was worried about equality of supply to all. 
Governm
ent 
 General 
comments on 
government 
relationship 
In the next two years surviving the short-
term political short sightedness of the 
governments. 
 
 Governmen
t owned  
Impacts of 
government 
ownership 
Electco is not a fast paced workplace. 
Private businesses the pace and expected 
individual workload and output is much 
higher. 
 Governmen
t Regulated 
Issues pertaining 
to the business's 
working 
environment 
being in a 
regulated 
marketplace 
If you look at the tension between the 
regulators and the network service 
providers, the regulators are saying they’re 
our customers. 
 
Innovatio
n 
 General notions 
around innovation 
Our online application form is a form of 
innovation. 
 Barriers to 
innovation 
What is stopping 
innovation 
It is because it is government owned they 
have the ‘newspaper’ test so they could look 
bad if they did something that didn't work 
out. 
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Lead 
Code 
Sub-Code Definition Example quote 
 Business as 
usual 
Paradigms and 
norms of business 
as usual 
It is basically a cross between ignore and it 
will go away, do the knee-jerk slash and 
burn. 
 Bridge to 
innovation 
Pathways to 
innovation —
crossing barriers 
The key about managing around the barriers 
is having the right GM. 
 
 Design 
Innovation 
Catalyst 
Comments on the 
role of Design 
Catalyst 
…but once the design catalyst moves on — 
there’s always the risk of ‘okay, that was 
fun’. 
 
 Design 
Champion 
Comments on the 
role of the Design 
Champion 
Design-led innovation if it had a really good 
kind of stakeholder involvement along the 
way then there is an opportunity there to 
really make things a bit easier. 
 Design 
skills 
Reference to the 
skills of design 
What you are proposing here is not rocket 
science in terms of executing it, but it does 
require people with the right skill set to do it. 
 Disruption Attitudes and 
learnings about 
disruptive 
innovation  
One of my key roles is to gather all of the 
insights/learning from our experiences with 
PV systems and use those to ready the 
business for whatever the next wave of the 
technology is. 
 Fail fast Issues around the 
notion of failing 
fast 
There are a lot of people who will sit there 
and tinker and tinker forever until they are 
happy that it is right to go in the 
marketplace. 
 Fear of 
failure 
Issues rising form 
a fear of failure 
We might put 10,000 through and get 20 
wrong. We would be fixated on the 20. 
 Iteration Abilities and 
understanding of 
iteration 
Once you get your business models worked 
out, you would test the difference between a 
stationary battery set and a mobile battery 
set. 
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Lead 
Code 
Sub-Code Definition Example quote 
 Prototyping Understandings 
and use of 
prototyping 
At least we were willing to go out and test 
and prototype with the customer base. 
 Value of 
DLI 
Value attributed 
to DLI 
We so, so desperately need to do that. 
 Visualisat-
ion 
Value of 
visualising 
We didn’t present it with the BMC [business 
model canvas]. We did it with lots and lots of 
words and that message didn’t get through. 
Monopol
y 
 Effect of being a 
monopoly  
There is no highly competitive thrust to what 
we do 
Organisat
ional 
structure 
 Effects of 
organisational 
structure 
People think they have total veto rights. 
 
 Govern-
ance 
Systems of 
internal 
governance 
That requires accountability and at the 
moment there is no accountability in this 
business. People get away with murder. 
Research  General capture 
of research used 
in the business 
Customer Engagement unit use qual to form 
the hypothesis to do quant. Highlight the 
question to ask. 
 Qualitative 
research 
All insights 
related to 
qualitative 
research 
Electco does not do any face-to-face. 
 Quantitat-
ive research 
All insights 
related to 
quantitative 
research 
So we do a lot of sensitivity analysis. The 
guys become absorbed by the spread sheet 
analysis. 
 
After the initial coding of all data from the three collection techniques, these codes were then 
reorganised according to a common element theme. Each theme was then assessed for 
relevance to the research question. The large number of references required a second 
screening for value and pertinence to the research question. 
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The thematic hierarchy was constructed based on relevance to the research question. This 
resulted in three major themes: customer in focus, innovation and re-imagining strategy. 
Each of these major themes is supported by subthemes, as presented in Table 4.2. 
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Table 5 - Analysis themes and subthemes 
 
Theme Subtheme Description 
Customer in focus   
 Current customer relationship The current attitude of the business 
toward its customers and the 
accepted method of communicating 
with customers. 
 Boundaries and barriers to 
contact 
Details of the implied and explicit 
impediments to the business 
directly interacting with its 
customers. 
 DCIs — a new vision The business’s positive responses to 
experiencing the process of DCI 
gathering and the desire to build 
this capability. 
Innovation   
 What works now The effective innovation 
capabilities already existent in the 
business. 
 Barriers to innovation The known and perceived inhibitors 
of innovation process and capability 
in the business. 
 Seeing a new way forward Vision of more effective ways to 
innovate.  
Re-imagining 
strategy 
  
 Why change? The cultural, structural and external 
drivers of change. 
 How do we get there? Potential paths to effect the desired 
change. 
 What is our new strategy? Assertions of the preferred future 
strategy. 
4.8 Ethics  
Ethics approval was sought in accordance with QUT guidelines. The researcher considered 
the data collection presented a low risk to participants and proceeded with an application for 
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approval on this basis. An outline of the procedure to be used and questions to be asked was 
submitted to the University Human Research Ethics Committee (UHREC). The UHREC 
granted the researcher approval for data collection based on the submission made, which 
included the interview and focus group question sets as in Appendices 6 and 7. The approval 
details are outlined below.   
 
Ethics Category:         Human — Low Risk 
Approval Number:     1300000289 
Approved Until:           30/05/2016 
4.9 Summary 
This chapter has outlined the research design and methodology for investigation. An action 
research method was selected as it naturally complemented the iterative nature of a design-
led approach to innovation. Using the action research method, data collected via three 
different techniques were triangulated in order to strengthen the study’s validity. A thematic 
analysis was conducted using NVivo to identify three major themes, which are presented in 
greater detail in the following chapter.  
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CHAPTER 5: RESULTS 
5.1 Introduction 
This chapter presents the findings from data collected through two rounds of interviews, four 
focus groups (workshops), a reflective journal and multiple records of conversations. The 
data were analysed thematically (Miles & Huberman, 1984) and grouped into three major 
themes: 
1. Customer in focus 
2. Innovation in Electco 
3. Reimagining strategy 
 
Each of these themes contains multiple subthemes, which illustrate different dimensions of 
each theme (Figure 25). The details of these themes are discussed in turn. 
 
5.2 Customer in focus  
Electco has a commitment to deliver value for their customers by understanding their needs 
and delivering solutions to meet those needs now and into the future. Electco has one 
business unit focused on customer engagement. The role of the unit is to investigate 
customer needs and bring these needs to the attention of management. 
 
The business has a stated strategic desire to be customer driven. To achieve this, it has been 
using established practices, which have limited pathways to achieve this goal. The data 
represent this juxtaposition of having a desire to become customer driven, but using 
ineffective processes to achieve the goal. This is demonstrated within the theme of customer 
focus in three subthemes covering: 1) current relationship with customers, 2) the barriers and 
Figure 25 - Results themes and subthemes 
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boundaries to customer contact, and 3) the vision of the future business based on the DCI 
work demonstrated during the industry project. 
 
In large part, these results show an understanding and desire to hold the customer in focus in 
both strategic and tactical functions. However, perceived barriers and ‘business as usual’ 
inertia appear to be limiting the business from an optimal capture and application of 
knowledge gained from DCIs to desired operations. 
5.2.1 Current customer relationship 
Electco does not directly interact with its customers. The data reveal that this is an implied 
rule, though it also includes evidence of this rule being broken at times. The rules are 
sometimes broken as a consequence of staff in the business understanding the value of direct 
contact with customers. At other times the rules were subverted unconsciously with the 
resulting outcome again highlighting the value of direct interaction with the business’s end 
customers.  
 
One of Electco’s goals is to be customer driven. However, to have a customer-driven 
business, a business needs to listen to its customers. A gap in business to customer 
communication at Electco was illuminated by the response of a Group Manager of the 
Customer Engagement business unit when asked if the business listens to its customers: 
 
“I think we try — I don’t know if we always hear.” 
(Customer Engagement) — DCI presentation 
 
Data collected during the research show the business appears to have direct contact with its 
customer base only through third-party market research firms engaged by the Customer 
Engagement unit. One external factor influencing this focused contact is the regulatory 
environment in which the business operates. The regulation of the industry has created 
perceived restrictions regarding contact with end consumers. One participant stated: 
 
“Regulators put us behind the eight-ball, we let them [the regulator] talk to 
customers then wait for them to tell us what to do.” 
(Customer Engagement) — Reflective journal 
 
The Customer Engagement business unit has official responsibility for customer contact. 
Two staff members from this area were directly involved in the research. Conversations with 
these participants around levels of customer contact and the various types of research they 
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undertake uncovered that even qualitative research is outsourced. The closest contact that 
Electco employees have with customers when following standard procedure is exemplified 
in the below quotes. 
 
“When we do qual work, we get the key stakeholders in the room. There is so much 
value in sitting in. You can see through the one-way mirror.”   
 
“Regionally we just get a hotel room and sit in the corner and take notes. The 
researcher [from the external research partners] introduces you as a key stakeholder 
and that you are just there to take notes. It is the facilitator’s role to ensure that you 
are not a distraction.” 
(Customer Engagement) — DCI presentation 
 
A manager from the Customer Engagement business unit demonstrates the business’s 
inclination to work with figures and statistics about people rather than the people themselves. 
In this instance, the desire to understand the customer exists, but is lost to interpreting 
quantitative data samples using assumptions. 
 
“When trying to predict consumer behaviour, we don’t have really good data. We 
can only base on some trials and extrapolate that and try and model based on 
assumptions on price structures and what that might do to consumer behaviour.” 
(Customer Engagement) — Initial interview 
 
The opportunity to interact directly with customers to understand their behaviour is 
perceived as improper, risky or too foreign to business process to be accepted.  
 
Conversation with a Customer Engagement Group Manager revealed his belief that the 
business’s current customer insight program is focused on current and short term futures.  
 
“The current program only really looks at the now and a little into the future.”  
(Customer Engagement) — Reflective journal 
This limited engagement with customers and their future restricts the business from having 
future developments being driven by customer needs. The focus instead remains on the 
tracking of customer sentiment and the refinement of existing offerings.  
 
The research findings into the current customer relationship show more than just barriers and 
a lack of direct contact. Some Electco staff demonstrated a strong understanding of and 
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desire for greater connection with customers. One Asset Manager captures succinctly the 
need to empathetically walk in the shoes of the customer by stating: 
 
“How can you understand the problem unless you are the customer and are the 
problem?” 
(Asset Management) — DCI presentation 
 
This was linked to the need to connect with customers about their problems and needs. 
Another participant from Asset Management acknowledged their understanding of the value 
of customer contact, with the reservation that this is not the case across the business.  
 
“Anyone who deals with customers knows it is of value. A lot of people who work 
on the network side [asset and operational] probably wouldn’t see the value of it.” 
(Asset Management) — Initial interview 
 
There is a strong understanding, demonstrated by research participants from across the 
business, of the benefit to both the business and the customers in aiming to become customer 
driven. The following three quotes from the Asset Management, Product Development and 
Customer Engagement business units highlight this. 
 
“We need to be innovative, we need to make sure that, the senior managers are 
going out to the people at the coal face and finding out what are our customers 
asking for, what can we do to help them better. It is certainly really valuable to link 
those two together.” 
(Asset Management) — Initial interview  
 
One Manager in Asset Management reflected on learnings from a specific project, which 
was run differently to ‘business as usual’. He showed a strong perception of the value of 
direct customer contact and a desire to see more of this in the future, though he also 
expresses that there was a rare alignment of management intent, which allowed the specified 
project to proceed as it did. 
 
“There was myself, an Innovation Manager, our Manager at the GM level and then 
the Executive General Manager who were all really on board with this thing.” 
 
He stated that the rest of the organisation might struggle to engage closely with customers. 
(Asset Management) — Initial interview 
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The research data demonstrate that the business is primarily driven by internal business 
needs and government edict, rather than customer needs. There is, however, a clear desire to 
become customer driven and an understanding of the potential to use DCIs to achieve this. 
 
5.2.2 Boundaries and barriers to customer contact 
Participants described multiple government boundaries in regards to their customer contact; 
one Executive of the business demonstrated the frustration of being hampered by the 
ownership model when trying to create a customer-driven strategy.  
 
“When we wrote affordability into the strategy, four to five years ago, they made us 
take it out. Because we shouldn’t care; that’s not our issue. It’s a retail issue.” 
(Executive Management) — Initial interview 
 
The desire to be customer driven is expressed in the corporate literature, but is stifled in a 
number of ways, including those articulated by the references highlighted below. 
 
The Product Development Group Manager showed that he understood the implications of 
working towards business outcomes without consideration for the customer needs. 
 
“The government wanted an appliance-type tariff. An ‘air-conditioning’ tariff. We 
all knew it was not going to be effective. So you could tick the box… There is no 
valuable outcome.” 
(Product Development) — Secondary interview 
 
A participant from the Asset Management business unit highlighted the disconnect between 
the business needs and customer needs.  
 
“A big part of the electricity industry works behind a veil of mystery. We are 
wanting outcomes that our customers don't even know about or understand 
particularly.” 
(Asset Management) — Initial interview 
 
As previously mentioned in Chapter 3, the business’s funding structure rewards the 
construction of the core asset and then funds this by charging for consumption. These 
 Chapter 5: Results 69 
charges are set through tariffs. The tariffs are the primary variable, which the customer 
interacts with, but they are driven from a business benefit perspective. 
 
“We don’t build tariffs from the customer’s perspective! We build tariffs from the 
perspective that ‘we are entitled to get this amount of money back’ [and then] how 
do I allocate the costs across my customer base, so that they fairly pay for their 
proportion of asset usage.” 
(Product Development) — Secondary interview 
 
In addition to boundaries, barriers were also identified in relation to customer contact. The 
researcher and staff used the industry project to gather DCIs, which were presented to the 
business. These insights were converted into scenarios, personas and narratives and were 
then used to seed new business model generation in two workshops attended by ten 
participants. During one of these workshops, one of the Product Development Managers 
gave his opinion of the comparison between traditional market research and using DCIs.  
 
“What I have seen is that we have gone and touched the market and got some 
feedback and there is a result. That is probably better than the traditional market 
research insights that we’ve got. All that tells us is that everybody loves us. And we 
all know that is a complete load of shit.” 
 
(Product Development) — Business model canvas workshop 2 
 
The business has previously experienced the outcome of not researching and applying 
customer insights to the business operations. One participant described the business’s history 
with respect to the proliferation of rooftop solar generation and the fact that the business was 
“caught with their pants down” due to a lack of understanding of customer motivation. 
 
“Are they doing it for money? Are they doing it for independence? Are they doing it 
for basic self-control? We don’t know. And so therefore if you don’t really 
understand the customers then we are never going to be able to respond.” 
(Product Development) — Secondary interview 
 
Customer input in some parts of the company is in the form of verification rather than a 
source of insights. A General Manager in the Product Development business unit 
acknowledged that the business has a tendency to use customer input to perform a 
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verification or checking role rather than to develop new business models or processes based 
on DCIs. 
 
“I don’t think any of our processes start with that [DCI] part of the customer. If you 
look at our processes — they do not say, ‘go out and test that with a customer’. The 
only one we do have is Product Development, which says come up with a concept 
and then there is a decision point, which says that you need to go and test that.” 
(Product Development) — Secondary interview 
 
This procedure shows the perception of customers as recipients of services rather than 
sources of insight to drive new business design. This approach relegates the customers to 
performing the role of passengers on a bus, being asking if they are happy with the journey 
rather than being included in the discussion with the navigator or driver. 
 
There are several explicit references in the data that indicate there is one business unit inside 
Electco, Customer Engagement, which is responsible for customer contact. 
 
“We engage [Customer Engagement] to do that sort of stuff [engage with 
customers].” 
 
“We [Product Development team] haven’t actually sat down and done the deep dive 
with our customers.” 
 
The same participant from Product Development expressed a desire to understand the 
customers and what drives them.  
 
“We have spent time trying to get their insights and their thinking. The insights into 
why customers are making their decisions, … but we haven’t actually gone to the 
customer.” 
(Product Development) — Secondary interview 
 
Some of the constraints in direct contact with customers may originate from the regulatory 
environment and a harm minimisation policy.  The intention behind the implied business 
rules preventing staff contacting customers directly is explained by one participant: 
 
“There are some who say that we want to make sure that when you go out with a 
message it must have all the ticks in the box and don’t breach the ACCC [Australian 
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Competition and Consumer Commission] and are within the regulations and the 
paraphernalia aligns with our marketing etc. There are just legitimate needs inside 
the business that people want to be assured that if you go out there, it is in a way that 
does not create unintentional harm.” 
(Product Development) — Secondary interview 
 
Despite there being one business unit with the responsibility for customer contact,  other 
parts of the business that value direct customer contact highly enough have found their own 
solutions to work outside the rules. One Product Development Staff member stated, 
 
“If you want to get face-to-face with an Electco customer, you will need to do it 
without the blessing of the Customer Engagement business unit. Product 
Development does it regularly as they need to speak with customers, but cannot wait 
for the approvals and the oversight, which it entails as it adds too much fat to the 
project and slows it down.” 
(Product Development) — Reflective journal 
 
There are no explicit governmental or regulatory requirements precluding staff from 
contacting customers other than reasonable governance. There are people scattered 
throughout the business who value direct customer contact. They consider the outcome of 
this contact of high enough value to go outside the official channels of engagement at times 
to access the customers directly. One participant also sees an underutilised resource within 
the business — the call centre — notes that the potential value of the centre may not be fully 
appreciated. 
 
“The call centre’s true value is not appreciated by the business. It is the only time 
customers approach us and we don't deal with it well.” 
(Product Development) — Reflective journal 
 
Whilst this note regarding the call centre is only recorded explicitly from one data point, the 
perception of being unable to engage freely with customers due to regulatory constraints 
permeates the culture. The subtheme of customer contact highlights a juxtaposition of the 
implied barriers of engagement with customers and the understanding of the value of direct 
contact, driving some staff to work outside the business rules and norms. 
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5.2.3 Deep customer insights — a new vision 
In an early interview one participant stated,  
 
“Design-led innovation is more around seeing the customer in a different light… It 
is looking at the customer as a whole person and then looking beyond that one thing, 
and I think design-led innovation has a potential with the way they view the 
customer and the way they articulate the customer's views.” 
(Product Development) — Initial interview 
 
Following engagement with DCIs in workshops, one Group Manager who participated in 
feedback and business model workshops highlights his opinion of the contrast of acquiring 
customer data and using DCIs. 
 
“What we have done in the past was to push out questions to get answers to push 
back into our segments. We have not questioned the void. I think of it this way. You 
can see behaviour, but we have never questioned behind the behaviour. What is the 
driving force? What is the why? Why? Why? Why? Why? Why? Why?” 
(Product Development) — Secondary interview 
 
A senior Product Development staff member who engaged in the face-to-face DCI 
interviews became a vocal advocate of the process and describes here the benefit of the 
methodology, as well as a potential integration point with the existing processes. 
 
“DCI is more intimate. It is the conversation and it is the throw away lines that the 
customer makes that is really the insight you are looking for. You may go and do 
market data [quantitative research] after that, but the DCI has given you the direction 
on where to take that” 
(Product Development) — Secondary interview 
 
An Asset Manager compared the potential of DCI to existing methodologies after 
experiencing the DCI process being used in the industry project to discover the potential 
value propositions around forthcoming disruptive innovations.  
 
“Well it gives us that glimpse into the future, and much more than an omnibus State 
Energy household survey or even any other research that I have seen out of this 
business.” 
(Asset Management) — Secondary interview 
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One of the Asset Management team expressed his understanding of the value of finding the 
real drivers for customers by gathering DCIs.  
 
“Even though two groups [of customers] might seem relatively homogenous there 
might be key aspects about them that mean you need to treat them quite differently 
and that will only come from the deep customer insight interviews. And so I think 
they are invaluable.” 
(Asset Management) — Secondary interview 
 
These comments demonstrate the comprehension of the customer insight details, which are 
lost when using a quantitative approach. The same participant reiterated the perceived value 
of using DCI and the potential to look deeper into what drives customers and to forecast their 
desire of future value propositions. 
 
“The outcomes of the customer interviews are certainly very interesting insights that 
revealed intents of customers, which they do not necessarily know, but what they 
might aspire to in a number of years’ time.” 
(Asset Management) — Secondary interview 
 
Toward the end of the research engagement, there was a growing understanding of the 
potential for DCIs to be used as a tool to enable the business to become customer driven. 
One participant also highlighted that to be customer driven, not only does the business need 
to learn how to engage and listen to its customers, it also needs to be aware of the changing 
customer landscape. 
 
“It's this process in deep customer insights in understanding both end-use consumers 
and all the market participants and that's going to grow over time. So in the next 
regulatory period and beyond, we don't even know who some of these businesses are 
going to be.” 
(Customer Engagement) — Secondary interview 
 
The researcher introduced and demonstrated the principles of gaining DCIs during the 
research engagement. Four Electco staff participated in face-to-face customer research. One 
member of the Product Development team participated in two customer deep dives and the 
synthesis of these insights. This Senior Staff member expressed concern that the business 
may value quantitative methodology over the qualitative approach of gathering DCI. 
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“I can see a lot of benefit in DCI. I don’t know if the business will use it. To them 
DCI is not tangible if you are looking for facts and figures. The fact that you display 
it as a picture, an audio grab or as a video, isn’t like ‘65% of the people surveyed 
said…’.” 
(Product Development) — Secondary interview 
 
This view is in contrast to the demonstrated potential to use DCIs to scan for potential future 
customer value propositions. A Customer Engagement Manager witnessed the gathering of 
DCIs and the presentation of these back to the business. He later participated in a workshop 
to generate prototype business models based on the insights. When asked about the potential 
value of this methodology to the business, he saw benefit in engaging staff across the 
business in the process. 
 
“It [engaging staff] should be decentralised, It's something that should be part of 
what we do. It's more about trying to develop that cultural change and just the 
general way of working, and trying to get that in the broader way of business.” 
(Customer Engagement) — Secondary interview 
 
A Customer Engagement Group Manager who participated in the DCI feedback session 
offered a warning:  
 
“I think there’s always a risk it [DCI] is the new found wonder solution for 
everything”  
 
He expressed belief in the DCI methodology and wanted the value to be harnessed through 
supportive processes in the business. 
 
“How you take those really good insights and turn them into action, turn them into 
service improvements, product improvements, so there’s improvement to products: 
that’s my challenge.” 
(Customer Engagement) — Secondary interview 
 
This reference summarises well the scenario of this subtheme — the participants valued the 
depth of understanding of customers and the potential to look to the future using DCI, but 
are challenged to implement the process in the current business structure. 
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5.3 Innovation in Electco  
The second major theme that emerged from the data analysis is centred on innovation within 
the conservative business environment of Electco. The business states they “look for ways to 
innovate energy supply products” and the current program of innovation is described in 
Chapter 3. The data presented here elucidate the mechanisms that enable innovation within 
the business and the barriers that inhibit the business. The subthemes within this chapter are: 
what works now, barriers to innovation and seeing a new way forward. 
 
5.3.1 What works now 
In contrast with the often used approach within the business of ‘skunk works’ to circumvent 
internal blockers, the notion of quality stakeholder engagement across the business was 
heralded as a key to success, as demonstrated by this reference: 
 
“The issue for us basically is really to engage; take people along the track, show 
them what we’re doing. Get them on the journey.” 
(Product Development) — Initial interview 
 
One participant elaborated that effective engagement also required the involvement of 
stakeholders early in the process. 
 
“I have learned that actually the quickest way to get things done and done properly 
and with everyone on board is to consult and get people involved upfront.” 
(Asset Management) — Initial interview 
 
The business took several learnings from one recently completed trial, which following 
success went on to be implemented and released to the market. One of the strongest 
learnings was the early engagement of not just the internal staff or the customer, but the 
intermediary stakeholder. 
“The interesting thing with that trial is that from where we started to what we and 
the stakeholder finally developed is quite different. The influencer there was not the 
customer but the industry body.” 
(Product Development) — Secondary interview 
 
A finding from another successful project was the benefit of having a committed Executive 
Leader.  
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“Some of our people thought ‘that is not what we do. We don’t organise events like 
that.’ Lucky we had an EGM [Executive General Manager], who was right behind 
it.” 
(Asset Management) — Initial interview 
 
Recorded in the reflective journal is a positive indicator within the business of the nurturing 
of innovation. The business need for KPIs and efficiency measures were stifling the 
investigation of new ideas as the business measures were inappropriate. 
   
“Some projects did not fit the ‘waterfall’ management system employed for most 
infrastructure. The milestones were not being met, but for valid reasons. Another 
system of project management was created, which better suited the more blue-sky 
projects.” 
(Asset Management) — Reflective journal 
 
Despite the barriers of fear, perfection and risk aversion, innovation survives in the business. 
A senior member of the Product Development team told of the process that was used on a 
successful internal project that required a rapid turnaround. 
 
“It was outside the normal process — stealth. Deliberately done that way, because if 
we used the internal process, we would still be fighting about it — still be talking 
about it in three years’ time.” 
(Product Development) — Business model canvas workshop 1 
 
A General Manager of the Product Development unit articulated a lack of leadership across 
the business in relation to making decisions on projects. 
 
“Everyone has an opinion and everyone’s opinion seems to count. The lowest 
common denominator rules. Then people have optionality.”  
 
He believes that this lack of decision making in the business’s leadership results in 
innovation projects being run in stealth mode.  
 
“We do tend to bias ‘skunk works’ in this place because it is too easy for some ill-
informed person with an opinion to shoot down really good work if you pop your 
head up too soon.” 
(Product Development) — Business model canvas workshop 1 
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An Executive Leader explained that the change was already upon the business. Despite many 
staff being sceptical of the forecast change, customers were making choices and taking 
action already. These customer activities were affecting the business and creating a 
requirement to innovate.  
 
“A lot of people have to touch and feel (change) before they believe. So now they 
can touch and feel 90,000 PVs on roofs! Customers are making different choices: 
exercising their choice.” 
(Executive Management) — Initial interview 
 
The scale of the opportunity was recorded in the researcher’s reflective journal and showed 
that the CEO openly promoted to staff that the coming years offered: 
  
“…a once in a generation chance for change.” 
(Executive Management) — Reflective journal 
 
Reframing of the problem of the current challenges into an opportunity for the business was 
frequently mentioned and generally subscribed to. 
 
“Our big opportunities lie in things that we think of as challenges at the moment.” 
(Product Development)  — Initial interview  
 
The change to the marketplace was noted by staff to be of a nature and scale that the 
business was not used to encountering. 
 
“There is a quite significant opportunity for market reform over the next couple of 
years. Particularly when we are looking at network costs coming down, which gives 
us that window of opportunity to do something that is a bit more drastic than the 
incremental approach to pricing reform that we have been taking.” 
(Customer Engagement) — Initial interview 
 
5.3.2 Barriers to innovation 
Another finding emerged out of the results, uncovering a fear of change and detailing a list 
of barriers to innovation. When asked about barriers to new projects, one participant 
responded with: 
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“The fact it says 'New'!” 
(Product Development) — Initial interview 
 
There is also an overarching cultural apprehension of novelty, let alone innovation.  
Following are two quotes from participants, which sum up this cultural inclination towards 
the status quo. 
 
“I think one of the main barriers I’ve come up against is the tyre kicker. They 
haven’t seen it, smelled it, touched it or tasted it yet. So it can't be true.” 
(Product Development) — Initial interview 
 
A multitude of data references cite a deep-running theme of fear holding back the innovation 
potential of the business. This emotional limiter has several facets. Most prominent in the 
data is the fear of failure. 
 
“I am pretty sure that when we go to bring out an iPhone app, people will freak out 
and ask for more paperwork and trials. Fear is a huge blocker to success. If you are 
afraid you will never do anything.” 
(Retail) — Business model canvas workshop 1 
 
This fear leads to a propensity to stay within the safe bounds of trialling and testing. As one 
participant describes, the business is so fearful of failure that even the trials being performed 
are mild iterations of work already done by others. 
 
One of the business model canvas workshops held by the researcher created much discussion 
around the barriers to innovation within the business. The ten participants, including four 
Group Managers, were predominantly in agreement about what these barriers were. The 
quotes below give life to the barriers of fear of failure, a preference for perfection and a 
culturally-embedded aversion to risk. 
 
“We do have a history of doing trials. And doing the same thing again, something 
that 75 other utilities have already trialled. That is our game — to trial things that 
other people have already done.” 
(Asset Management) — Business model canvas workshop 1 
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The desire to stay on safe ground also prevents projects from even reaching the testing 
phase. 
 
“People do a whole bunch of work to try and cover up every possible scenario 
before they really go out and test it. And that, I think, is a waste of time.” 
(Asset Management) — Secondary interview 
 
The widespread fear of failure leads to a drive to get things right rather than to test quickly 
and learn from mistakes. This focus results in a drive to perfection and an over-extended 
period of refinement. 
 
“I’ve been here three years and I’ve seen that we have all these programs after 
programs trying to get the process perfect.” 
(Retail) — Business model canvas workshop 1 
 
The drive to perfection is reiterated with responses such as the following:  
 
 “We might put 10,000 through and get 20 wrong. We would be fixated on the 20.”  
(Product Development) — Business model canvas workshop 1 
And again… 
 
“There are a lot of people who will sit there and tinker and tinker forever until they 
are happy that it is right to go in the marketplace.” 
(Retail) — Business model canvas workshop 1 
 
The fear of making an error or not being perfect is a major factor in the business’s pervasive 
risk aversion.  
 
“If you put Electco on a scale, we are at the extreme end of ‘we will not take risk’ 
and we have a low number of risk takers in the business. That is the number one 
thing that challenges me every day. People are just afraid to try simple things.” 
(Retail) — DLI introduction 
 
An Executive Leader pointed to government ownership as a potential cause of the fear of 
failure. 
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“I do think it’s partly ownership. I do think people want not to rock the boat and do 
things differently. To do things over and over and do it efficiently.” 
(Executive Management) — Initial interview 
 
The government ownership creates the ‘newspaper headline test’, whereby the actions of the 
business are open to public scrutiny as the ultimate owners of the business are the voting 
constituency. No one in the business wants to be responsible for producing headline-worthy 
negative outcomes. Therefore, individual risk appetite is muted by a business wide aversion 
to risk, despite what benefit may be achievable. This is evidenced by one participant stating: 
 
“There is a risk there. But I’m saying, go to this high risk, because it isn’t [actually] 
higher risk. It’s a different risk, but I’m saying go in there because it’s cheaper. And 
you can't!” 
(Product Development) — Initial interview 
 
Several participants credit the generation of fear to a lack of leadership accountability. One 
quote in particular spells it out plainly: 
 
“I think one of the keys to fostering a mindset of trial and error is each manager 
taking accountability to shield their team from negative outcomes. It is personal 
accountability. Some people do it really well in the business and others just don’t 
encourage it at all. They discourage it. They are the ones that love the governance 
and the status quo. That is what keeps us stuck in our own little world.” 
(Product Development) — Business model canvas workshop 1 
 
A lack of clear definition of the problem to be solved results in misdirected projects being 
undertaken. 
 
“A lot of the time we have great solutions and we try to jamb it into a problem 
somewhere. Not nicely defining the problem.” 
 (Product Development) — Secondary interview 
 
As a corollary to this, a Customer Engagement Manager pointed out the following:  
 
“Many projects get through even if we advise against it. We know it ain’t going to 
work. It isn’t new — it is not a trial — don’t do it, but they have funding so they do 
it anyway.” 
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(Customer Engagement) — Deep customer insights presentation 
 
The lack of accountability of leadership in the business results in a perpetuation of the status 
quo through inaction or misdirected projects led by funding constraints or a technical 
solution looking for a problem to fix. This was evident in the fear of failure reported by 
participants and a strong presence of perfection and business-wide risk aversion. 
 
The need to resort to subversive innovation or ‘skunk works’ to break this impediment is 
evidence of the cultural resistance to change and innovation as well as the juxtaposed latent 
drive to progress the business within some of the staff population. 
 
5.3.3 Seeing a new way forward 
After participating in the DCI presentation and business model canvas workshops, one 
Manager in the Asset Management business unit described what he saw as the driver for 
change and the potential for DLI to facilitate the change within the business. 
 
“I think that’s the shock aspect of what the business model canvas and design-led 
innovation more broadly could provide to really wake people up and go ‘it’s not 
going to be like this for much longer’. We have to change. It’s unavoidable. 
Customers have spoken.” 
(Asset Management) — Secondary interview 
 
He went on to detail the plethora of avenues of technical innovation change coming from the 
market side, which the business will be faced with. 
 
“There is just going to be one thing after another, batteries, fuel cells, electric 
vehicles, more efficient PV systems, and home control systems that turn things off 
and on as we need.”  
(Asset Management) — Secondary interview 
 
During the presentation of DCIs for the industry project, a Group Manager realised — for 
the first time — the impact of the change coming, as well as the change that was already 
happening in the business’s marketplace. 
 
“There are already more people here that are going to adopt a new technology that is 
going to impact our power grid than we today could manage.” 
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(Asset Management) — Deep customer insight presentation 
 
Another participant identified the potential for the business to cultivate innovation in 
response to being asked how the DCIs gathering method differs from current practice: 
 
“It is not a great stretch to what we can do. It is a great stretch from business as 
usual.” 
(Customer Engagement) — DCI presentation 
 
The reflective journal also captured an accelerant of innovation, which arose when the 
researcher and Design Champion developed a new design tool in response to the 
identification of ideation blockers. 
 
“Armed with a new business model canvas for platform businesses, we found it 
much easier. We created six new business models in four hours.” 
(Product Development) — Reflective journal 
 
Correspondence from a Customer Engagement General Manager who had been involved in 
the DCIs gathering and business model canvas workshops, highlighted a benefit of using this 
design tool. 
 
“I recently used the canvas to try and frame a cross-business unit discussion. It was 
very helpful in creating a shared language.” 
(Customer Engagement) — Reflective journal 
 
 
From the beginning of the research placement, there was widespread understanding that 
change was coming to the marketplace of electricity supply and that this change was 
imminent. The monopoly status of Electco will be eroded and a new landscape will soon 
exist. A Group Manager described the current and future state of the business in this light. 
 
“It is not about market share today. But it will be tomorrow!” 
(Product Development) — DLI introduction 
 
The results show there to have been a clear understanding that large-scale change was 
happening in the marketplace and the magnitude and nature in which the business was not 
equipped to respond. The change has a technological aspect but is largely driven by 
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changing customer choices. The research identified that many in the business were able to 
reframe this problem as an opportunity and as a call to arms to innovate with more than 
incremental initiatives. 
 
The researcher’s notes in the reflective journal give several insights into the potential aids to 
innovation in the business. One of these insights refers to people as holding the key to 
success. In particular, having a Design Champion — a person to advocate and support the 
design process within business — was a significant enabling ingredient for DLI.  
 
“The big bridge has been one about personnel. It has been about finding the right 
person inside to help drive the integration of DLI within the business.” 
 
The primary enablers for innovation uncovered in the data were people and tools. The 
importance of engagement with staff and stakeholders is made clear, while the commitment 
of leadership to innovation greatly heightens the likelihood of being able to follow through 
on a project. The presence of a Design Champion was critical to the success of the 
presentation of DLI to the business, again demonstrating the importance of engagement and 
a focus on people.  
 
The availability of the right tools for the innovation task or the remit to develop new or 
adjust existing tools is also recorded as a key enabling factor for innovation. More can be 
done with the right tools; investment in developing these tools is of paramount importance. 
 
Many of the participants found the application of the ‘tools’ and the processes useful. This 
allowed them to look at situations in a different way, while also developing a language 
useful for gathering information, analysing situations and generating new possibilities. The 
tools demonstrated during the action research placement were integral to starting the 
conversation between staff and their customers and to the orchestration of some of the 
mindsets and possibilities. It seemed that, towards the end of the research project, there was 
an increased understanding about the importance of people — particularly the customers, 
those who shape and implement strategy — as well as the importance of technology, new 
and emerging. 
  
5.4 Re-imagining strategy 
Emerging from the research data is the theme of strategy and the need to reimagine Electco’s 
strategy in order to maintain relevance in a changing marketplace. Three subthemes surfaced 
during analysis. Firstly, the reasons and drivers for the strategic redirection were covered in 
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the subtheme, why change? The key drivers include changes to the marketplace, the 
business’s legacy asset base, the debt that it carries and the fact that the current business 
model is no loosing relevance. 
 
The second subtheme — how do we get there? — demonstrates the potential of the business 
model canvas tool within the business and the importance of ensuring inclusion of customers 
and stakeholders in this process. There is a strong agreement in the data stating that focusing 
energy on a change program within the business would be less effective than focusing on 
building new business with customer-centred value propositions and allowing the old 
business to undergo natural attrition, while the new one builds relevance and market share. 
 
The third theme was strongly endorsed, though only by a few participants. This theme 
concerned new strategies that might assist the business to improve its innovation capacity. 
The findings point to the use of the business’s asset as a platform to enable customer value 
creation through a trading mechanism. A new approach would also require significant 
changes to the regulatory environment and funding structure of the business as well as the 
creation of new roles to service the new value propositions. The data indicate that these 
changes would need to be designed around the customer, as they are the drivers of change. 
 
5.4.1 Why change? 
The literature in this field presents a number of justifications for why businesses in Electco’s 
position should seek to change and innovate. One participant took the time to describe three 
potential future scenarios, which illuminate the options. 
 
“You can do a couple of things hypothetically: 
1) The future doesn’t change and the asset is quite useful and the business just keeps 
going and all these predictions are hogwash — that is our standard in all honesty. 
2) We make some changes to the utilisation of the $11B asset and the heavens open 
and the angels sing, ’cause that is where we make some serious money. Massive 
money if we can increase utilisation of the asset. Or… 
3) We could stay scattered and watch the $11B asset become less and less important 
to our customers and it gets written down. If it gets written down by 10%, you have 
lost $1.1B. So all this chasing a $20M opportunity is petty cash.” 
(Asset Management) — Business model canvas workshop 2 
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Another participant also focused on the network asset as being a key part of the current 
business model, which needs to change, and expressed the seriousness of this need to 
innovate. 
 
“We have large assets and now we need to get the return that we promised everyone 
we would get on them. If we can disrupt internally there may be a way we can 
influence that customer cycle [death spiral] and keep them on the grid, but until we 
disrupt internally, we haven’t got a chance.” 
(Customer Engagement) — DLI introduction 
 
The researcher recorded conversations with staff in the reflective journal, which discussed 
the debt on the network asset base that needs to be serviced in the future business landscape. 
 
“Electco must compete with other businesses who want to come into the market and 
they will not have a legacy debt.” 
(Product Development) –  Reflective journal 
 
Some participants called for change to the internal formulation of strategy. Two participants 
held a strong view that the Corporate Strategy business unit was focused on past 
understandings of the industry, not focused on the changing landscape or the new 
possibilities, and largely disconnected from current realities. This discontent was articulated 
by one participant with the following statement. 
 
 “I’m completely underwhelmed and giving up the responsibility on behalf of the 
business to that process, because it is a tick box mechanical sausage machine, which 
just does what it knows to do.” 
(Product Development) — Business model canvas workshop 2 
 
The same participant took the view that not only is the development of business strategy 
disengaged but also distant from the other senior leaders within the business. 
 
“I don’t think we are effective at all in that corporate strategy part. I think the senior 
leaders see [Strategy] as being over here… and themselves as being over there, and 
there is a mile between the two.” 
(Product Development) — Reflective journal 
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There were many reference points recording recognition that the business needs to change 
rapidly and on a scale greater than previously seen. 
 
“I’m increasingly seeing that incremental change in the current business model and 
the current business thinking is not going to get us to where we need to be.” 
(Asset Management) — Secondary interview 
 
This proposition was also reiterated and advanced by an Asset Manager. 
 
“I do think we have to adapt or die. There is no argument about that. We might 
already be too late.” 
(Asset Management) — DLI introduction 
 
A Retail Group Manager proposed that the current business model is in need of change. 
 
“The business model — that’s the piece that needs disrupting, because the model is 
broken.” 
(Retail) — DLI introduction 
Another participant who moved from the Asset Management business unit to Retail at the 
time of the secondary interview strongly articulated the business’s need to change to become 
more customer focused. The change in perspective may reflect the more customer-oriented 
mindset of the retail business unit. 
 
“I think the distribution business is focused on technology. I think the technology is 
secondary. What I see missing is the business model around it. What’s their 
proposition for the customer? The point is that customers are going to use 
technology based on the value it gives them and the value will come from the 
business model proposition.” 
(Retail) — Secondary interview 
 
The need for strategic change to the business model is well understood and grounded in the 
fact that the business is built on a very large asset base, which is under threat from market 
changes. The compounding concern is a belief that although it is widely understood that 
structural change to the business is required, the current mechanism for the development of 
strategy may be ill-equipped for the task.  
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5.4.2 How do we get there? 
The research revealed three repeating notions, which illuminate the extent and scope of the 
change needed in the business. These notions focus on the potential of using the business 
model canvas, ensuring strategy is customer focused, and a need to explore new possibilities 
and perhaps start one or more break-away businesses. 
 
The business’s propensity to focus on detail and efficiency at the cost of the focus of doing 
the right work is demonstrated with references such as: 
 
“In Electco we over cook the business plan. We don’t spend enough time on the 
business model.” 
(Asset Management) — Business model canvas workshop 1 
During a workshop devoted to the use of the business model canvas to develop and 
communicate prototype business models, one participant identified that prior to using the 
canvas as a tool to probe future outcomes, it would be well utilised to define the business in 
its current form. 
 
“I think the business is crying out for this [business model canvas] to see some 
clarity. I think we have almost lost our identity, which leaves a lot to chase. A lot of 
people chasing the wrong stuff.” 
(Asset Management) — Business model canvas workshop 2 
A Customer Engagement Group Manager demonstrated how he viewed the business using 
the business model canvas in conjunction with a design-led approach to ensure future 
business models were either customer driven or at the least customer validated. 
 
“A piece of technology presents itself or a customer problem presents itself or a 
change in regulation presents itself, or some combination of one or all those things, 
then I say ‘I think I've got an idea here for something’, and you take that idea using 
that deep dive methodology and you go and explore that a bit more and then you use 
that to map out your business model.” 
 
He went on to describe how the business model canvas could be used iteratively to refine the 
proposition originally developed and test it with customers. These references indicate the 
potential for the business to use the business model canvas tool both to strengthen the current 
position, but more importantly as an avenue to a customer-centric future to ensure the 
business’s sustainability. 
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The same participant also clearly articulated the need to ensure the customer and stakeholder 
needs were included in the development of projects and business models, as well as the 
development of the business’s strategy. 
 
 “If we develop strategy in isolation of our customers and other key stakeholders and 
the broader technology then I think we are destined to not succeed.” 
(Customer Engagement) — Secondary interview 
 
One Manager, who transferred from Assets to Retail during the research period, stressed that 
customer insights must be included in the planning and development of strategy. 
 
“Certainly any strategy should start with: what are customers thinking? What are 
they going to do? What is out there in the world that is going to change people’s 
behaviour? That is what they need to be thinking of before they start planning, 
before they start getting stuck into strategy.” 
(Retail) — Secondary interview 
 
The reflective journal records an allegory from several conversations with staff in which the 
current business is seen as a large container ship, full of assets and set to a course. The mass 
of the cargo creates enormous momentum, which means the business’s course is very 
difficult to alter, and takes a long time to enact. The following references fit within this 
narrative and suggest a need to build new smaller boats to explore the horizon as seen from 
the captain’s bridge of the current metaphorical ship. 
 
“If you get the guys [in Strategic Development] thinking that their job is not just 
about strategy and formulating the strategy; their job now is to build the team to 
implement that strategy, so that we can actually bypass the current system, there are 
parts of the business that you need to actually smash or bypass.” 
(Product Development) — Secondary interview 
 
Again the momentum of the ‘business as usual’ approach is referenced here with the need to 
create a new business to cannibalise the existing one. 
 
“We are at a stage where I don’t think the evolutionary model will work for us. 
Because of the time lags to change the elephant — the operation part of the business. 
I am generally an evolutionary believer, but I think that what we almost need to do 
here is basically starve the operation.” 
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(Product Development) — Secondary interview 
A Product Development Group Manager expressed frustration with the continued rounds of 
strategic planning. 
 
“The business needs to stop planning the future business model and start doing the 
new business model.”  
 
This staff member saw there to be no real need to have a change program across the business 
and promoted action over further planning. He suggested the business should just start 
trialling the new business model and build on the response to prototyping. 
(Product Development) — Reflective journal 
 
A conversation with an Asset Group Manager uncovered his view that only a small part of 
the business looked to the future. He drew a bar with about 5% at one end being those people 
who move the ship in the right direction. He spoke of an analogous scenario of the 
Australian banking industry when electronic banking was under development. This was a 
time when most people still wanted a passbook and most businesses worked the old way, 
focusing primarily on incrementally increasing the efficiency of traditional methods. A small 
part of the business worked on the new business model. Soon enough it trickled down and 
the consumer take-up let the business expand the new business model. His key point was to 
not bother trying to bring the whole business along on the change program, but to start 
building the new business separately. 
(Asset Management) — Reflective journal 
 
This sub theme reveals a potential to use the business model canvas tool to ensure the 
business is doing the right work and can test this with customers and stakeholders to ensure 
alignment. There is also suggestion that the focus of energy should be on building new 
business models and growing them rather than spending energy on changing the old model. 
To continue the analogy used by one participant — keep the old ship on course and build a 
new more agile one, capable of navigating the new seas. 
 
5.4.3 What is our new strategy? 
The research question did not explicitly seek to uncover the future strategy of Electco, 
however, references to future approaches emerged from a small sample of participants who 
reflected on future strategy. The need to recast the business’s value proposition from a one-
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way deliverer of electrons to a platform for the exchange of electricity was demonstrated 
through an analogy offered by one participant. 
 
“Electco is currently in the broadcast mindset. We need to have the internet/network 
mindset.” 
(Asset Management) — Reflective journal 
 
In line with this analogy, a different Executive Leader stated that Electco’s purpose needs to 
change from its current focus on delivery. 
 
“Our ‘why’ becomes a market enabler.” 
(Executive Management) — Initial interview 
 
To be the ‘market enabler’ with a ‘network mindset’ will require a change in business model, 
including a change to the utilisation of the core asset.  
 
“We need to view our assets as a platform. It is the fundamental basis for the energy 
solutions market. This is a complete flip in terms of traditional thinking of 
Distributed Network Service Providers.” 
(Customer Engagement) — DCI presentation 
 
The same participant reiterated this notion during a later interaction and added that the 
business needed to proactively drive this change. 
 
“The new corporate direction is going to be the platform for the service. To drive 
this and be very much proactive. Stop being reactive.” 
(Customer Engagement) — Secondary interview 
 
The change to the marketplace has been facilitated by advancements in technology, however, 
as this reference demonstrates, the answer does not necessarily lie in a technological 
response. Instead, the future strategy requires the offering of a new value proposition to 
maintain a customer base. 
 
“As time goes on and the disruptive technologies increase, the costs come down and 
really we have to be able to operate a business with that competition and to enable 
that market to occur. So that is one of the value propositions for the customers is that 
we provide a trading mechanism for them.” 
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(Executive Management) — Initial interview 
 
At a more detailed level, the offering that the customer would see was described below. This 
participant also recognised that the new operating environment would require new skills and 
positions to ensure the value proposition to customers was maintained. 
 
“Our products are our tariffs. So they need to be product managed. We don’t have 
that sort of view and acumen within the business. We should have a product 
manager for each of those tariffs.” 
(Customer Engagement) — DCI presentation 
 
One Executive Leader explained the need to change the way the business is funded, 
especially if the regulated return on investment needs to change. 
 
“Yes absolutely. That’s my big strong platform at the moment. This is the pyramid. 
At the top is market reform. You’ve got to do that first and then get the price signals 
right.” 
(Executive Management) — Initial interview 
This response demonstrates that for the business to reinvent its strategy, there needs to be 
change not only internally, but also to the regulatory framework, which the business works 
within. 
 
To clarify necessity of these changes, the same participant highlighted the driver and hence 
where the strategic focus must be to respond appropriately. 
 
“Who do you think is driving this? It is the customers!” 
(Executive Management) — Initial interview 
 
This subtheme is populated with references from only three participants: a Senior Executive, 
Group Manager and a key stakeholder in the Customer Engagement business unit. This is 
due to the research not being directed specifically at strategy, though it potentially 
demonstrates the vision for the future of the business was not shared across the staff body at 
the time of data collection. The data clearly show a focus on reshaping the business from 
being a delivery mechanism to being a platform for participants to engage in an energy 
marketplace. For this to take place, there would need to be a regulatory change and a 
renewed focus on the key drivers of the change — the customers. 
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5.5 Summary 
The results presented in this chapter relate to the four key areas of investigation set out in 
Chapter 1. The first area of investigation around customer interaction (discussed in section 
5.2) uncovered the business’s desire to be customer driven, while also exposing a gap in the 
current interaction of the business with its customers. The results exposed the perceived 
value of DCI gathering and how this is needed in the business. 
 
Results from the second area of investigation into innovation methods are unpacked in 
section 5.3. Dissecting and mapping the existing innovation pathways in the business helped 
expose the barriers shown in section 5.3.1. Demonstrating the design-led approach yielded 
the findings expressed in sections 5.3.2 and 5.3.3 by way of contrasting and comparing 
methods and using this as a prompt for reflection on previous experiences. 
 
Chapter 1 articulated two further areas of investigation — business ownership and industry 
structure. The results presented in section 5.4 address these research areas. Investigation 
into the business ownership model enabled a deeper understanding of the current business 
model — including how this related to past realities — and the benefits of using the business 
model canvas tool to generate new business model alternatives. The government ownership 
lens also opened up the question of how to change to the desired state (section 5.4.2) and the 
need to maintain a focus on the various customers (section 5.4.3). 
 
By using the industry structure as a key area of investigation, the research was able to 
uncover that shifts in the marketplace and legacy asset base were key drivers of change. The 
industry lens enabled the researcher to focus on customers and stakeholders as alternative 
drivers of change, which informed the second subtheme, how do we get there? The third 
subtheme, discussed in section 5.4 — re-imagining strategy — benefitted from an industry 
viewpoint to uncover the priority for regulatory reform and the potential to leverage the 
existing assets as a customer-focused trading platform. 
 
Through these four areas of investigation, the research has rendered results that build 
evidence to answer the study’s primary research question: How can design-led innovation 
deliver value to government-owned and regulated business? The findings illuminate three 
key components of using a design-led approach.  
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CHAPTER 6: DISCUSSION 
6.1 Introduction 
The value that DLI offers a business can be assessed using a practical, tactical or strategic 
lens. The results in the previous chapter are seen through all of these lenses in varying forms. 
This chapter uses findings presented in the previous chapter at the practical and operational 
level to scaffold a strategic vantage point that is able to deliver the greatest potential from a 
design-led approach. 
 
This chapter will discuss findings of this research, drawing on the existing literature, to 
address this study’s research question and the four areas of investigation. The areas of 
investigation relate to key components within the research question, facilitating a thorough 
investigation of the overall research aim. 
 
This chapter uses the strategic archetypes framework, as proposed by Berthon, Mac Hulbert 
and Pitt (2005), as a lens through which the findings are viewed. The chapter explores the 
meaning of these archetypes for Electco and seeks to understand future strategic direction 
based on the findings, the industry context and business drivers. The relationship between 
the research question, the related areas of investigation and the results and discussion are 
illustrated in Figure 26.  
Figure 26 - Research stages 
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6.2 Framing the results 
The strategic archetype matrix constructed by Berthon et al. (Berthon et al., 2005) is a useful 
paradigm for assessing Electco (Figure 4). The axes of the simple two-by-two matrix are 
used to differentiate businesses with relatively high or low ‘customer focus’ and ‘innovation 
focus’. These dimensions match directly to two of the three major themes of this study’s 
results. The interplay of these axes and the resulting matrix are used in this chapter to relate 
understanding of the third theme arising from the results focused on strategy. The strategic 
archetype matrix will be used as the lens with which to view Electco’s current performance, 
where the business believes it is performing. Table 6 introduces these four archetypes in 
relation to the findings detailed in Chapter 5. 
 
Table 6 - Electco archetype characteristics 
Strategic archetype Electco characteristics 
Isolate • Protect position through legal, political or regulatory 
mechanisms 
• Introspective focus on internal efficiency 
• Low focus on customer or technology innovation 
Shape • Strong technical focus 
• Desire for technological innovation 
• ‘Gold plating’ of the asset 
Follow • Belief of being customer focused 
• Lack of depth of connection to customer 
• Successful exemplar projects 
Interact • Not translating customer drivers to technology innovation 
drivers 
• Limited by capability  
• Have an alternate vision 
 
6.3 Isolate archetype 
The Electco business displays many characteristics that fit within the Isolate archetype. As 
described by Berthon et al. (2005), businesses in this category are introspective and focus on 
internal efficiency and short-term goals. Innovation stagnates, lacks focus and is not driven 
by market needs. The needs of customers are not considered in management decision-
making. Furthermore, the authors propose businesses in this archetype have comparatively 
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little or no focus on customers or technology. They look to protect their position through 
legal, political or regulatory mechanisms.  
 
The results presented in the previous chapter attest to Electco’s inclination toward 
introspection through limiting direct contact with their own customers. The many barriers 
that hold Electco back from direct engagement with customers do not result in the business’s 
complete introspection — the business does perform traditional market research (Price et al., 
2015) and industry activity scanning. However, the traditional market research, while 
seeming focusing on customers, is actually not about a customer focus or desire to build 
services and business models based on insights derived from DCI. Hence the introspection is 
not comprehensive, but potentially unrecognised by the business as the market research 
being conducted may leave the business with a belief that they are already customer focused. 
 
The innovation theme presented in the results chapter shows an inclination toward project 
perfection and an aim for efficiency outcomes. This fear of presenting imperfect processes to 
the customer base holds the business back from prototyping and testing the market. In turn, 
this adds to the introspective nature of regular operations. Government ownership plays a 
strong part in the desire to ‘stay off the front page of the paper’. The primary impetus is not 
to deliver value to customers or develop innovative outcomes, but is instead to say safe and 
‘not rock the boat’.  
  
The stagnation of innovation in the business could be argued as being simply a by-product of 
the multitude of barriers described in the results section. These barriers block innovation by 
virtue of focusing on perfection and risk aversion rather than achieving an outcome. Another 
cause may be a lack of exposure to DCIs. This may have a twofold explanation: one 
interpersonal and the other strategic. If the business were to conduct regular customer deep 
dives, the executive would have greater exposure to the current and developing realities of 
why customers do what they do. Findings in the strategy theme show the industry project 
performed by the researcher acted as a ‘wake-up call’ to the business with regard to what 
customers were already doing and why they were doing it. The staff members who 
performed the DCI interviews with the researcher were exposed to the ‘coal face’ of 
customers. This experience of the interpersonal connection with actual customers was a 
stimulus to undertake innovation to address these customers’ needs. Those involved were 
able to spontaneously build a narrative of customer behaviours to articulate their drivers to 
others in the business. The conviction of the storyteller and the credibility attributed by the 
audience made for a powerful driver within the business (Beckman & Barry, 2009). 
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The findings support the notion that innovation in the business is not market driven. The 
research uncovered that Electco projects often continue simply because they are funded, 
rather than as a result of any detailed consideration of market needs. The business having 
great solutions, which they then ‘jamb into a problem somewhere’, demonstrates that those 
projects are either introspectively addressing a business need or are technologically driven, 
instead of attempting to address market needs.  
 
Electco management is shown in the results to be distant from customer drivers. This was 
demonstrated in the strategic theme of the findings, where the Strategic Development Team 
was described by one participant as a “tick box mechanical sausage machine, which just 
does what it knows to do”. There is, however, a desire for the business to change to a 
customer-driven model. Multiple participants demonstrated their desire to see this approach 
taken as demonstrated by statements such as “Strategy should start with: ‘what are customers 
thinking?’”. Whilst the current state may not have Electco management decisions being 
driven by the needs of customers, there is a good understanding by some of the value in 
changing to such a model. 
 
Berthon et al. (2005) add to the definition of those businesses in the Isolate archetype as 
looking to protect their position through legal, political or regulatory mechanisms. By 
default, Electco operates in an industry that is regulated on many levels. The provision of 
electricity is a service essential for life in modern society. Because of this, there are legal and 
political frameworks, which the business must operate within to ensure equal and equitable 
supply across the population. To some degree, the regulation of the industry continues to 
keep Electco in its monopoly status. However, although this situation was necessary to 
develop the network, it may be detrimental to maintaining it in a marketplace with new 
enabling technologies and customers who now have choice of supply. Customers are being 
controlled through such mechanisms as Electco regulating the installation of Solar PV. Both 
the direct and indirect controls placed on customers and the marketplace result in Electco 
fitting the strategic archetype criteria of protecting their current position by limiting 
customer options. 
 
There are many matches between the study results and the strategic Isolate archetype 
described by Berthon et al. (2005). Electco’s poor reliance on DCIs, coupled with its lack of 
innovation, means it also sits on the lower end of the customer focus and innovation focus 
spectrums. Electco has developed from a long history of provision of service being made 
possible due to the regulations being in place to create the network and hence the customer 
base to pay for the network. The business has also enjoyed a strict monopoly status by virtue 
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of these regulations and technological barriers to customer independence. The long history 
of a stable marketplace and the stability that comes with being a government-protected 
business has undoubtedly led to the current internal cultural milieu of an Isolate mindset. 
Despite this, the findings show there is a desire for change amongst the staff. The framework 
proposed by Berthon et al. (2005) allows the business to see its current position, assess the 
desired state and plan the path to develop and achieve a new strategy. 
6.4 Shape archetype 
Businesses with a technology orientation bringing innovation to the marketplace are 
described by Berthon et al. (2005) as being a ‘Shape’ strategic archetype. Shapers aim to 
influence customer behaviour by delivering innovation through new technologies. This focus 
means these businesses influence the marketplace, but are less likely to be able to react and 
adapt to the market’s changing use various innovations. 
 
The development of technology-focused innovation can be incremental or radical in nature. 
The delivery of incremental innovation to the marketplace aims to address customer needs. 
Alternatively, radical innovation aims to create new needs and, in this respect, has greater 
effect on the market, while also carrying great risk and return for the business. The 
incremental approach exposes the business to lower risk and lower return. 
 
Electco is a business built on a technology platform. The supply of electricity to the 
community is a prime enabler of nearly all modern technological development. The network 
of poles and wires that the business builds, maintains and repairs is a massive, diverse and 
disperse asset. The resulting effect on the workforce is an imperative for a large percentage 
of the business to maintain a strong technology focus. This focus permeates the culture, 
affecting the perspective of the business as it views how it can interact with the marketplace. 
 
Disruptive innovation is now affecting Electco. As described in the industry background 
(Chapter 3), Electco has been affected by several disruptive innovations in the past and 
realises there is a coming wave of disruption based in the advancements of battery storage 
technology. With the technology culture ever-present in the business, there is movement to 
trial and test these technologies with a view to bringing innovation to the marketplace. 
 
The business has the technology focus and espouses innovation as a core value. Ostensibly 
these attributes could position Electco as a Shaper archetype. However, the findings 
demonstrate there are many blockers to innovation within the business. The intrinsic risk 
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aversion and fear of failure create strong barriers to innovation and these barriers prevent the 
business from being a market Shaper. 
 
The origins of the Electco business leave it with some characteristics of a Shaper in that it 
sees itself as the provider of the technology platform. The fact that many of its staff also 
have an engineering background also creates the legacy of a technological lens on innovation 
and a preference to work on technological solution developments. Despite this heritage, the 
business falls short of being a Shaper on several fronts. Firstly, as demonstrated in the results 
chapter, the blockers of innovation are myriad and deep-rooted in the culture and the 
business’s ownership model. Secondly, although the business in its previous incarnations 
may have been responsible for shaping and defining the market through technology 
provision, it currently finds its market being shaped to a far greater degree by other 
providers. 
 
The business has demonstrated the consequences of having a Shaper mindset. Following a 
period of service disruption to customers in the form of black- and brown-outs, the business 
reacted with a focus on construction of the network asset. This focus remained beyond the 
remedy of the supply disruptions and was encouraged through the business model, which 
gives the business a regulated rate of return based on infrastructure investment. The outcome 
of rewarding a technology-focused business for the increase of asset capacity was an over-
engineered asset. This outcome is referred to in the industry as ‘gold plating’. This is a 
demonstration of an outcome of a Shaper mindset providing technological advancement, but 
lacking enough customer focus to keep the progress in check with market needs. 
6.5 Follow archetype 
Businesses categorised in Berthon et al’s (2005) matrix as ‘Followers’ aim primarily to “give 
customers what they want”. The term ‘follow’ refers not only to following customers, but 
also the business’s interaction with innovation and technology in the marketplace. In these 
business archetypes, various forms of market research are employed to elicit the needs of 
customers, which are then used to drive new or existing product development. 
 
As a holder of customer insight, the Follower is well placed to take advantage of 
technological innovations provided to the market by Shaper businesses. In particular, a 
Follower business can pick up on consumer redirection or adaptation of innovations. These 
market subversions of innovation are used to drive new product development to align with 
emerging customers’ needs.  
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Findings in the previous chapter, relating to the customer theme, show Electco has a desire 
to be customer focused. Customer focus is also one of the stated as values of Electco. 
Currently, the business uses its Customer Engagement business unit to fulfil this aim. This 
unit commissions many investigations into customer behaviours and satisfaction. External 
consultancies are engaged to perform these inquiries. These consultancies employ traditional 
market research methods to inform the business of their customers’ level of satisfaction, 
brand recognition and segmentation. The findings show that, despite the deliberate and 
ongoing investigation of customers, there is little to no direct contact with the people who 
collectively make up the business’s customer base. 
 
The traditional market research methodologies employed enable the business to refine the 
current offering and respond to changes in customer attitudes toward the business. However, 
this does not enable the business to gain DCIs, which uncover not just what and how people 
are acting, but why (Krippendorff, 1989). As long as Electco keeps its customers at arms 
length, it will restrict the potential to deepen the relationship with and understanding of 
them. This will limit the business’s future development and refinement of offering to 
maintain the value proposition. A deep connection to customers and understanding their 
drivers would allow the business to leverage customers’ subversion of technologies as they 
enter the marketplace and present new offerings based on the customers’ drivers and evident 
use of new technologies. 
 
Electco has experienced successful project outcomes with early stakeholder engagement. 
One project undertaken by the Product Development team saw close engagement with 
stakeholders deliver surprising results and successful project outcomes beyond the original 
scope. The business kept its distance from the end customer in line with the customer contact 
barriers exposed in the research findings. Another group of ‘customers’ of their project were 
the industry stakeholders. With early and close engagement with key stakeholders, the 
project team were able to pick up on customers’ drivers in relation to technology use, which 
changed the project trajectory. The business followed its customers’ needs after gaining 
DCIs. The project was a success. In this instance the business demonstrated its ability to 
listen closely to its customers and involve them in co-design of the outcome. In doing so, the 
business demonstrated characteristics of a Follow archetype. The disconnect, however, with 
Electco’s broader customer base remains and prevents the business from fully benefitting 
from being a customer Follower. 
 
Electco’s previous successful project had an important business structure component. There 
was Executive-level engagement and endorsement throughout the project. This enabled 
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those working on the project to retain a direct and open research methodology with the 
customers. 
 
The research shows there are individuals in Electco who understand the value of DCIs. They 
are willing to circumvent the regular process and navigate past the barriers to get to their 
customers. In these cases, the drive to attain the value of DCI is high enough to break the 
implicit rules. This is evidence of the business having at least stepped over the line at times 
to display the traits and reap the benefits of a Follower archetype.  
 
The business aspires to being customer focused. However, the evident barriers to customer 
contact prevent a deeper connection and understanding of customer drivers. The business is 
adept at checking to see if it is giving customers what they want. However, it is largely 
unskilled when it comes to understanding what drives the customer so that innovation effort 
can be focused on provision of products, services and business models that are designed to 
meet customer needs. In this respect the business is limited to developing customer offerings 
at a slower pace as it reads the marketplace in a retrospective manner. The business drivers 
may be customer based, but without a deep customer connection the business remains 
reactive and cannot properly understand what drives its customers. 
6.6 Interact archetype 
Businesses with an ‘Interactor’ strategic viewpoint maintain an open and ongoing dialogue 
with their customers. This is akin to a design-led approach where DCI is the feedstock for 
innovation and customers are involved in co-designing outcomes (Bucolo & Matthews, 
2011a). Interactor archetype businesses are well placed to leverage consumer ‘emersion’ 
trajectories of technological innovation. This is the unforseen, creative and emergent 
outcomes of the interaction of technology and society, which vary from the intended 
purpose. The co-design approach practised by Interactors enables both customers and 
businesses to develop new value propositions that suit both parties.  
 
DLI methodology is well suited to businesses in the Interactor archetype. The interplay of 
DCI and innovation through a design thinking mindset are explicit components of DLI 
(Bucolo & Matthews, 2011a). Where the Berthon et al. (2005) framework simply overlays a 
customer focus and an innovation focus, the DLI framework adds structure to this interplay. 
The continuous iteration through internal and external focuses ensures the application of 
both mindsets, hence mitigating the cultural propensity to let the scale tip too much to one 
side or the other. In this sense the DLI framework is an appropriate tool to achieve and 
maintain the Interactor archetype. 
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To some degree, Electco has a view of the Interactor as an ideal state. The stated company 
values include putting the customers first and innovation. However, the business’s 
performance in both of these areas and lack of design integration to drive technological 
innovation based on DCIs, means it falls short of being an Interactor. The vision of the 
company becoming a market enabler and platform business is a true indication of the 
business’s understanding that it does not need to innovate in the technology space as much 
as it does on the business model space. 
6.7 Current state assessment  
When applying the strategic archetypes framework to Electco, it becomes apparent that there 
is a mismatch of internal and external drivers and desires. Electco currently functions within 
an Isolate archetype, maintaining the value of the core asset through regulation. This is a 
situation arising from external drivers and limitations, such as government ownership and 
industry structure.  
 
The business has an historical technological focus and maintains a desire to be innovative, 
which might suggest a Shaper archetype to be an appropriate classification. A shaper creates 
potential customer value through technology development and extension. However, this is 
restricted by a lack of risk appetite and commercial drive to succeed in this role. Government 
ownership and the essential utility status of the business prevent the ability of the business to 
take the risks required to develop technological innovations. 
 
The business has a latent internal desire to have a closer relationship with its customers. This 
suggests a Follow archetype as a suitable categorisation. The business currently performs 
quantitative assessments of the marketplace to assess the value delivery to its customers. It is 
not leveraging one-to-one connection with each customer to deliver the value most desired 
by these customers. There are currently internal barriers to customer connection that limit the 
latent potential of the business to be classed in the Follow archetype.  
 
In its company vision, Electco asserts that it values being customer focused and innovative. 
This vision suggests that the business has a desire to be an Interactor archetype. The 
Interactor creates and delivers value effectively through co-creation, built on innovation and 
driven by customer insight. However, although this is a noble vision, Electco falls short of 
achieving it, particularly because of its poor performance with regard to its customer focus 
and technological innovation. 
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The relationship which a business has to the value delivered to its customers is a useful 
metric to aid the classification of a business into one of the four strategic archetypes (Figure 
27). The single qualitative measure may be an effective tool for strategic implementation 
programs in conjunction with the customer and technology focus parameters used as axes in 
Figure 27. 
 
Electco does not strictly ‘fit’ one of Berthon et al.’s (2005) specific strategic archetypes. 
However, insight from this research suggests that there is benefit in understanding the axes 
of the archetype matrix as a means of redefining the business’s desired state. The business’s 
latent internal desire to be customer focused can then be leveraged as one strategy for 
addressing future disruptive innovations. 
6.8 Summary 
Electco has specific characteristics that mean it is best suited to utilising a strategic focus of 
being a customer Follower. The business’s legacies, position in the supply chain and risk 
aversion due to the ownership model, are all key characteristics, which combine to drive this 
resolution. Two primary activities to achieve a clear transition to a Follow archetype would 
be an intentional refocus away from technological innovation and a dedicated effort toward 
deep and direct customer conversation and collaboration. Having a strategic focus that is 
aligned with the potential of the business and that takes account of its idiosyncrasies, would 
stop it attempting to be all things to everyone: a ‘jack of all trades and master of none’.  
Figure 27 - Strategic archetypes (Berthon, Mac Hulbert, & Pitt, 2005)  
with relationship to value delivery overlaid 
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Overcoming the blockers to becoming truly customer focused (Follow archetype) is more 
achievable than to remove the barriers to becoming a leading technological innovator (Shape 
archetype). There is already internal drive to ‘break the rules’ and contact customers. 
Customer contact and DCI has delivered very positive results in isolated previous projects. 
The researcher’s industry project demonstrated the DCI method, which was contrary to 
business as usual, but remained achievable. The insights gained during the direct qualitative 
customer research were highly valued by staff, management and executives. The desire 
exists and the potential is latent. As one Customer Engagement Manager stated with regard 
to using DCI methods, “It is not a great stretch to what we can do. It is a great stretch from 
business as usual”. 
 
Removing the blockers to technological innovation would require a greater external industry 
structure and ownership change. There would also be considerable internal cultural change 
required. External drivers would need to be modified first, before internal cultural change 
could ensue. Breaking new ground is inherently more risky that being closer to one’s 
customer and following their lead. The heavy burden of endemic risk aversion is driven by 
Government ownership of the business. Maintaining a desire to remain in power ensures a 
small appetite for risk. To remove the blockers that would enable the business to become a 
Shaper archetype, industry restructure and changes to the ownership and funding models 
would be necessary.  
 
The upside of being government owned is a consistent desire to have happy customers. This 
external driver aligns well with the Follow archetype of having a heightened customer focus. 
In the past, there has been little or no option of supply for customers, so the step to customer 
satisfaction involved effort to not annoy or upset the customers with rising prices or power 
losses. As customers are presented with increasing options due to the disruptive innovations 
at play in the market, the opportunity to grow customer value rather than merely maintain it 
will become key to creating happy customers.  
 
The below adaptation of the strategic archetype framework presented by Berthon et al. 
(2005) (Figure 28) graphically depicts the drivers of change and the blockers preventing the 
change. Each of these forces is represented as being internal or external to the business. The 
separation of forces into these categories is useful as a guide to strategy development based 
on what is in the locus of control for the business and what is not. The graphic depiction also 
helps to put scale to each of the drivers and blockers.  
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There is a demonstrated desire for the business to be a technological innovator, however, the 
large external blocker to becoming a Shape archetype is a strong indicator that the business 
should not proceed in this direction. As depicted along the customer focus axis, there is a 
strong internal and external drive to increasing customer focus capabilities; the blockers are 
also smaller.  
 
The government ownership of the business and the trust built in the brand could be leveraged 
to an alternate benefit. Electco could position itself as an industry reference point for 
customer driven insights. Due to its regulated monopoly and resultant hard-wired connection 
to almost all customers in its geographic marketplace, Electco has a ticket to connect with 
that pool of customers. Offering the customer insights to an open market or registered 
stakeholders would fit with the proposed business model of being a two-sided market 
enabler — a platform business that understands both sides of its market and disseminates this 
information to encourage transactions across their platform. 
 
Figure 28 – New theoretical framework showing internal and external 
strategic drivers and blockers 
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CHAPTER 7: IMPLICATIONS AND RECOMMENDATIONS 
7.1 Introduction 
This thesis examined the outcomes and learnings of a design-led project performed within a 
government-owned Australian electricity distribution business. The research exposes how 
DLI can deliver value to government-owned and regulated business. Through the use of an 
action research methodology, the industry challenge of forthcoming disruptive innovation 
was identified and included in the literature review to ensure the design-led project addressed 
a contemporary issue. A review of the literature identified gaps in the established knowledge 
concerning the implementation of DLI within industry, and particularly in government-
owned and regulated industries.  
 
The research identified industry drivers and barriers to design integration, amalgamating in 
the form of a theoretical framework to assist in mapping strategic archetypes in order to 
better understand a business’s approach to customer focus and technological innovation. 
This thesis combined the learnings from the industry project and the strategic framework to 
produce a tool to aid businesses with their strategic development, which is further described 
in this chapter. The tool proposed in this research focuses on the internal and external drivers 
and barriers to movement between archetypes as an assessment for viable company change. 
Recommendations for the participating firm, as well as future research directions, are also 
outlined. 
7.2 Summary of findings 
This research aimed to explore the following research question: How can design-led 
innovation deliver value to government-owned and regulated business? The results of this 
research presented three main findings, which were positioned around the following themes: 
customer in focus, innovation and re-imagining strategy. 
 
Customer in focus: The case study firm clearly states that it aims to be customer led and to 
create value for its customers by understanding their needs. This research uncovered that the 
business has no official pathways to directly engage with its customers. Research is kept at 
arm’s length through third party research contractors. There are instances where the implied 
rule — that Electco staff should not directly engage with customers — is broken and the 
business values the results. There is clearly a desire within the business to directly engage 
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with customers as there is an understanding of the value this brings in terms of truly 
understanding customer drivers. 
 
The findings highlighted the boundaries and barriers to customer contact. Government 
ownership created a strong risk aversion mentality and an internally-focused mindset, which 
devalued direct customer contact. There was also a siloing of customer engagement 
functions to one business unit, which stifled customer focus across the business. Following 
the researcher’s demonstration of gaining DCIs with several of the business’s staff, there was 
a strong positive reaction to the potential to use this method of engagement in the future. 
 
Innovation: The findings indicated that current successful drivers in of innovation in the 
business are the early and ongoing engagement of stakeholders and a committed executive. 
One process used in the business with high innovation outputs was unsanctioned ‘skunk 
works’ or stealth projects being run outside of the official processes and then delivered back 
into the business once successful. 
 
The identified barriers to innovation include a fear of the new and a preference for the status 
quo. The fear of failure, a preference for perfection and a culturally embedded aversion to 
risk are each evident in the data and play prominent roles in the reduction of the business’s 
innovative capacity. Government ownership of the business creates the ‘newspaper headline 
test’, which halts activities that have any potential to draw negative press. 
 
The data demonstrated that future strategic planning should focus on tools and people. The 
tools involved in gathering DCIs gave the company a structured approach to a customer 
engagement model, which was otherwise mostly foreign to the business. The business model 
canvas was considered useful for communicating the propositions developed from the DCIs. 
Having a Design Champion to facilitate the adoption of the new approach within the 
business was also perceived as being a critical precursor for success. 
 
Re-imagining strategy: The findings around strategy consisted of three subthemes. Firstly, 
the question of ‘why change?’ was an evident theme. The key driver identified in the 
research data was the external change to the marketplace and its impact on the business’s 
legacy asset base, including the debt that it carries. This is exacerbated by the fact that the 
current business model does not have the adaptability to cope with the market changes. 
 
The second subtheme involved a desire to learn to how to get to the new ideal. There was 
strong consensus around the need to follow the successful methodology used in product 
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innovation — ‘skunk works’ — to build a new customer focused business separate to the 
existing business. This new business would then be tasked with growing and cannibalising 
the old one. 
 
The final subtheme of defining a new strategy arose despite the researcher not explicitly 
investigating this research topic. The findings point to the use of the business’s core asset as 
a platform to enable customer value creation through a trading mechanism. This would 
involve seeing the customers as the drivers of change and working to provide them with the 
platform they need to achieve what they are after. This demands a radical change in the core 
business model, accompanied by an equal shift to the company mindset. 
7.3 Implications of the findings 
The three main findings presented above have been translated into actionable implications 
for the participating company, electrical distribution industry and future research directions. 
These implications are set out in the following sections.  
 
7.3.1 Implications for the participating company 
The company participating in the research is experiencing massive changes to its 
marketplace. It is experiencing a burning platform scenario, which requires swift action. The 
company saw the trial of DLI as a worthy investigation into a potential course of action. The 
findings show that the business can benefit from the implementation of a design-led 
approach at an operational, tactical and strategic level. Of high importance is the value the 
business gained during the research through the tools of design and ensuring the right people 
are positioned to allow and encourage a design-led approach to business innovation. 
 
At the operational level, the company will benefit by the use of the tools of direct customer 
engagement to gather DCIs. The use of persona and narrative engagement tools combined 
with face-to-face, staff-to-customer, in-depth research interviews, will uncover insights 
previously hidden to the business and will deepen staff engagement with and commitment to 
the customer, strengthening the business’s customer focus. An example of this is the use of 
the business model canvas as a tactical tool to communicate business innovation. The tool 
was found to have been useful in effectively disseminating the strategic decisions of the 
general management. 
 
The support of the right people through a design-led transformation will be critical. At a 
practical and operational level there is a need for experienced design practitioners to be 
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engaged to efficiently commence design-led activities and to disseminate the methodology 
and mechanism of using design in the corporate setting.  
 
At a tactical level the Design Champion is an essential enabler. This role is best filled by an 
existing and trusted staff member who is a true believer in the merit of a design-led 
approach. The role builds trust and engagement across the business. The Design Champion 
facilitates the identification and breaking down of structural and social barriers. They will 
need to broker internal partnerships to enable design activities to function most effectively. 
 
At a strategic level it is essential that any design-led activity is supported and preferably 
driven by the Executive, with support from the Electco Board. With such wholesale change 
required of the business in order to maintain viability in the changing marketplace, it is 
essential that any program of change be supported from the top down.  
 
The business needs to understand its strategic position in relation to its customer focus and 
technological innovation capabilities. Using the internal/external heuristic to calibrate the 
blockers and drivers to progressing competence on either of the capabilities, the business 
effort can be focused on the path less hindered by external blockers out of the business’s 
locus of control. The company needs to preference increasing its customer focus rather than 
driving to be a technological innovation leader.  
 
For the business to focus on increasing its customer focus, the blockers to be overcome are 
internal and cultural. The implementation of a design-led approach using DCIs has been 
shown during the research to have positive results within the business and hence is an 
appropriate path forward to overcoming the internal barriers. 
 
Due to the size of the business, cultural inertia and the burning platform, the need for change 
is imminent. To overcome the cultural inertia, the business will need to bring in design 
capability to drive, model and teach the design-led approach. The findings suggest the need 
to build the design-led team or teams as well supported core teams, rather than attempting a 
blanket cultural change. The business is used to running ‘skunk works’ and then integrating 
the outcomes once successful. This model may be the key to overcoming the endemic risk 
aversion and predilection for the status quo. 
 
The design-led team will need to gather DCIs and use these as seeds to provoke the 
innovation required in business model and service offerings. The gathering of insights is a 
prime opportunity to include key staff from the business to progressively build buy-in to the 
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process of increasing the business’s customer focus. The Design Champion will play a 
critical role in clearing the path for action and selecting the appropriate people to engage 
during the phases of iterative design development to build momentum and strengthen the 
design-led development of a company-wide customer-focused culture. 
7.3.2 Implications for the electrical distribution industry 
The broad scale and imminent changes affecting the electrical distribution industry are likely 
to take place as disruptive innovations. This is not to say that it will be sudden and 
unexpected, but that the incumbents are likely to be challenged by more nimble and 
innovative businesses. To combat this potential market incursion, the holders of the existing 
monopoly network have an opportunity to utilise their core assets in combination with 
business and service innovation based on DCIs to maintain their value offering or to limit its 
erosion. Moreover, they can deliver more value by understanding their customers and being 
ready to develop offerings built on the customers’ needs, as well as incorporating 
technologies developed by others rather than trying to maintain the current value offering of 
the network asset, which has been a predominant focus in the past. 
 
Electricity distributors deliver an essential service to their customers. People’s basic needs 
include the air they breathe, the water they drink, cook and clean with, the food they eat and 
their shelter. Each of these elements in a modern life is augmented by electricity in some 
way, be it through cleaning, storing, cooling or cooking etc. In the imaginable future, the 
world’s population may create a sustainable and equitable system of distributed electrical 
generation, harnessing free power from the sun. However in the foreseeable future there is 
benefit in leveraging the existing networked interconnection of electrical services for 
efficiency and equity purposes across society.  
 
There currently exists an opportunity to use an old asset to benefit future generations. In 
order to use this old asset of the electricity network, it first needs to be saved from economic 
irrelevance. In the past this network was created on a ‘build it and they will come’ premise. 
Looking into the near future, there will need to be a change to a ‘build value or they will go’ 
mindset. To deliver this value, businesses need to know their customers’ needs and drivers. 
Electricity distribution businesses need to build a deep customer focus to survive. 
7.3.3 Theoretical implications 
Appling DLI in an industry context involves a focus on customers to garner DCIs. DLI is 
focused on business innovation and involves company strategy as a core component of the 
iterative design cycle (Figure 5). The application of the strategic archetype matrix (Berthon 
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et al., 2005) is well-aligned to the use of DLI, based on the relevant parameters of strategy, 
customer focus and innovation.  
 
The theoretical implication of this research is the use of the DLI framework in combination 
with the strategic archetypes matrix. The use of the two theories in conjunction aids a 
company in understanding its strategic position and aims, and then to use a targeted approach 
to implement DLI as a means of achieving the desired state. This will reduce effort in 
achieving design-led goals through the targeting of energy on achievable change. 
 
The strategic archetype matrix is useful in assisting businesses to identify their current state 
and then to define the desired state. The addition of the internal/external heuristic to the 
strategic matrix produced a new theoretical framework (fig. 28), which gives a more detailed 
indication of the drivers and blockers to achieving transition from one strategic archetype to 
another. DLI is an appropriate methodology for the progression along either the customer 
focus or innovation axes of the matrix. Understanding the blockers and drivers of this 
transition better allows the most appropriate allocation of resources to change what is within 
the firm’s locus of control — the internal, and to influence where possible that which is 
external. 
7.4 Reflections on engagement 
Successful endeavours: The firm was ostensibly welcoming of the researcher and allowed 
open inquiry of all aspects of the business. The staff members were open and engaging and 
readily shared their thoughts and learnings. Without this openness, the research may have 
been severely hampered. 
 
The fortuitous self-selection of an internal Design Champion was critical to successfully 
navigating the implied business barriers and to progressing the project. Having a close, 
trusted connection with the Design Champion gave the researcher insight and access to the 
business at a depth and speed that may not have otherwise been possible. The Design 
Champion was the bridge over potential chasms and the guiding light through the difficult 
navigation of Electco’s corporate structure and culture. 
 
Lessons learnt: The research engagement lacked Executive buy-in. Although the researcher 
did gain access to the Executive for the purpose of presentations and interviews, their willing 
input is not as valuable to driving industry project outcomes as their buy-in from project 
conception and drive from the top down. 
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Future implementations of a design-led change within a large business will benefit from a 
team of practitioners: a design lead, an engagement lead and Executive-level endorsement 
rather than a lone Design Catalyst playing the roles of practitioner, design manager, design 
lead, researcher and DLI evangelist. Design is a contact sport — not only are there many 
roles to be played, but it is essential that a broad range of people are engaged. For the simple 
matter of reach and coverage, a design-led team would be beneficial.  
 
A team of design-led practitioners would also provide support to each other. The researcher 
on this project had the support of the design-led cohort of researchers and supervisors with a 
scheduled connection each Friday. This support was invaluable for sharing and comparing of 
ideas and learnings about theory and practice. To build this into a team both informally 
through culture and formally through project action/reflection sessions would drive fast 
learning and iterating of the steps of a design-led journey. Team support in a government-
owned and regulated industry would also benefit the continual elevation of morale in a 
forum where there is potential for the inertia of the status quo and mistrust of an alternative 
methodology to erode the ongoing implementation of a design-led approach. 
 
Overall reflections: Internal changes, including massive staff reduction, moving office 
location and multiple business restructures, affected the research. However, these are natural 
if not common occurrences in business. Throughout the research placement, there was 
constant uncertainty around the macro-corporate structure. There were endless discussions 
around what changes were imminent and what impact they would have with respect to the 
progress of projects. This uncertainty resulted in some staff refraining from putting their 
thoughts forward or driving certain projects until structural certainty was achieved.  
 
There were many challenges for a single researcher to make change in a business of 4,500 
staff. Despite these challenges of scale and ideology, and the inertia of business as usual, the 
case study business was incredibly open to hearing what the researcher had to say. They also 
allowed time to engage in discovery and reflection of the research findings and contributed 
the necessary resources to implement and engage in the collection of DCIs. Participants 
subsequently used these insights to ideate new business models through a series of 
workshops. 
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7.5 Contribution to knowledge 
By addressing the study’s key research question, this research offers a unique contribution to 
the existing knowledge in this area. Table 7.1 shows how this study contributes to filling the 
existing gaps in the literature. These points are then discussed further in relation to the 
research areas of investigation. 
 
Table 7 - Contribution to knowledge 
Literature gap Research contribution 
Little evidence exists to 
demonstrate how DLI can 
assist businesses to better 
connect to their customers 
This research demonstrates the benefit of using DLI as a 
methodology to approach and enhance a business’s 
customer focus. Using a DLI methodology scaffolded better 
customer contact through the provision of a process to 
follow and tools to use. These key points helped a risk and 
change adverse business open itself to, perform and benefit 
from, direct customer contact and qualitative insight 
gathering.  
The research demonstrated that piloting a design-led project 
is an effective way to begin this journey of transformation to 
a true customer focus. 
Limited research into how 
DLI can be implemented 
within a government-owned 
and regulated electricity 
distribution organisation 
This research has led to the development of a conceptual 
framework (fig 28) that can assist organisations in this 
sector to understand their strategic position and assess the 
viability of transitioning to new strategic standpoints.  
The research has produced evidence to show that DLI can 
provide the starting point and the path forward to respond to 
and leverage the disruptive innovation affecting the 
electrical distribution industry. The methodology and tools 
of DLI have been shown to aid in overcoming the 
organisational paralysis shaped by government ownership 
and regulation. 
 
Four research areas of investigation were used to break down the components of the research 
question: customer interaction, innovation methods, business ownership and industry 
structure. These four topics were used to answer the following research question: How can 
DLI deliver value to government-owned and regulated business? 
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7.5.1 Customer interaction 
A core component of DLI is the use of DCIs as the seed of business innovation. This 
research demonstrated the techniques and methodology of gathering DCIs through 
qualitative customer research of as part of a design-led approach.  
 
The case study firm is a government-owned and regulated business. These constraints 
resulted in the business having implied rules limiting any direct customer contact. The first 
value that DLI delivered the business was to articulate these implied rules and then break 
them. To use a design-led approach inherently requires a user or customer focus. DLI 
explicitly requires this focus to be through direct customer contact and gaining DCIs as seeds 
to business innovation. This led the firm to allow a pilot project to proceed outside of normal 
operating bounds. 
 
DLI delivered value to the organisation by giving process and tools to work with which 
scaffold the process of gaining DCIs. The business’s inexperience with direct customer 
engagement and the profound aversion to adverse public reaction meant that allowing a 
change and performing the change to methodology were two separate steps. The structured 
approach of DLI and the tools gave a pathway for the business to follow minimising concern 
over the new approach. 
 
The research demonstrated the value that staff and the Executive put on the insights 
produced through the process. These DCIs were synthesised and presented to the business. 
The findings show these insights were valued on their merit and that staff saw the benefit of 
applying them across the business. Staff were also impressed with the speed taken to acquire 
them, as well as the inherent validity of the collection process. The insights fostered a new 
understanding of the customers and their drivers.  
 
The engagement of staff in the process of gathering DCIs delivered the value of having a 
direct connection to actual customers. This connection allowed the participating staff to 
spontaneously produce customer personas and scenarios based on actual customers to 
articulate customer drivers and potential value propositions to the business. Having actually 
sat in customers’ lounge rooms and discovered what drives them created a depth of validity 
to customer discussions not previously achievable. Overall, the value delivered to the 
participating research firm from the customer interaction aspect included:  
• compelling direct customer contact to gain DCIs, 	
• providing the process and tools to do this, 	
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• the customer insights themselves as the output of the process, and 	
• the staff connection to customers. 	
 
These valued outcomes are likely to be readily transferable to other government-owned and 
regulated businesses, which have similar customer contact restrictions and risk aversion 
profiles. 
7.5.2 Innovation methods 
DLI commences with a dissect phase to better understand a business and uncover internal 
drivers and blockers. For the purposes of this study, the researcher investigated and mapped 
the case study business’s existing innovation capability and delivered value to the business 
by ascertaining the gaps, as identified in Figure 12. The researcher found that the business 
had formal processes catering to incremental (continuous improvement) and platform 
innovation, but had no formal mechanism to address disruptive/radical innovation. 
 
The research demonstrated the value staff placed on the potential to have a process to 
address this gap. This is evidenced by the decision of the business to focus the researcher’s 
industry project on addressing the disruptive innovations affecting the business. 
 
There is further value offered by the use of DLI through the augmentation of the existing 
innovation pathways through the provision of DCIs. All pathways of innovation can benefit 
from the validity-focused qualitative DCIs gathered as part of a design-led approach. The 
insights presented to the business following the industry project’s DCI gathering exercise 
were regarded as valuable, not only for addressing the disruptive innovation gap in 
capability, but also across the business as input to all levels of innovation and as a validity 
test for future and ongoing projects. 
 
Using the innovation lens to unpack the value offered to the business by DLI resulted in the 
identification of three key points: there were apparent gaps in existing innovation capability; 
a formal process was needed to address these gaps; and existing innovation pathways could 
be augmented with DCIs, using a design-led approach. 
7.5.3 Business ownership 
This research area of investigation uncovered the benefits of implementing a design-led 
approach within a government-owned business. Other studies (Doherty, 2014; Krabye, 2014; 
Pozzey et al., 2012; Townson, 2014) have also focused on the application of DLI in industry 
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settings, however there has been no investigation into the application of DLI in government-
owned businesses in particular.  
 
This research revealed that government ownership of the business was a contributor to the 
disconnect with customers and the fear and risk aversion, which limited innovation 
capability. It has been shown that the application of DLI in a pilot project has proven 
potential to work in new ways, which overcome the implied boundaries to customer contact 
while remaining within the explicit limits of the business. The industry project performed as 
part of this research showed what can be done. 
 
The results of the industry project were valued by the business and hence the outcomes were 
not only valuable in their own right, but built desire within the business to move ahead using 
DLI and DCI methods. Hence DLI offers value to a government-owned business by 
demonstrating new methodological possibilities and, through an action research application 
during this research, has built desire to change current processes. 
7.5.4 Industry structure 
The influence of the industry structure and regulation has a massive impact on the case study 
business. The multiple levels of government regulation, which the business operates under, 
have been shown to stifle innovation capacity and remove the internal locus of business 
control.  
 
The first phase of a design-led approach (dissect) involves understanding what business the 
company is actually performing and what constraints it is working within. The initial phase 
also reveals the key stakeholders. The design thinking principle of visualisation was used to 
communicate the learnings from the dissect phase during the research. This resulted in a one-
page map of the business’s key drivers (see Figure 11). This artefact was valued by staff as a 
practical tool for understanding the constraints placed on the business from external 
influences. 
 
This identification of the external drivers and constraints, and the subsequent communication 
of these to the staff, resulted in a better understanding of what is achievable. This research 
produced a new strategic framework to better understand the internal and external drivers 
and blockers of capability building in customer focus and innovation. This theoretical 
framework delivers value to the business by facilitating an understanding of the most 
appropriate strategic path to follow based on the barriers that are within the business’s 
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control (internal). The industry structure and government regulation at state and federal 
levels are external factors over which the business has less influence. 
 
The value of customising tools to suit the specific industry structure was captured in the 
research. A design approach was taken to facilitate the adaption and adjusting of tools to suit 
the industry. The business model canvas tool (Osterwalder & Pigneur, 2010) was used 
during workshops throughout the research period. The electrical distribution connection to 
customers being through retail entities created a disconnect between the customer segment 
and value proposition. This created a barrier to the ideation of new business models. The 
researcher worked with staff to create a pair of symbiotic business model canvases (see 
Appendix 8) to facilitate the appropriate value proposition for customer segments. This also 
gave both the distributor and the retailer a clear understanding of the value proposition 
offered to each other as stakeholders as well as end customer in a value delivery chain. This 
tool was not tested with a large audience across the business due to time constraints. 
However, its initial use to facilitate ideation on new business models based on DCIs was 
shown to be beneficial for the participants. 
 
DLI delivered value to the business specifically in relation to the industry structure by 
collating and visualising the current state of constraints. The key drivers map of the business 
was valued by Electco as a one page visual facilitator of discussions around the business 
model and constraints. The identification of limitations of business frameworks and tools, as 
well as the subsequent adaptation of these to suit the business’s specific needs and situation, 
has shown how a design-led approach can deliver value to a government regulated business. 
7.6 Recommendations for future research 
This research has progressed the understanding of the potential for the application of DLI in 
industry. The field of knowledge is still young and there is broad opportunity for further 
research to deliver value to the electrical distribution industry and more broadly to 
government-owned or regulated businesses. 
 
Future research would benefit from a deeper integration with a design-led industry project to 
evaluate longer-term business impacts. This would be greatly facilitated by the establishment 
of a design project with the identified components of executive buy-in and ownership of the 
project, as well as the provision of a Design Champion. The creation of a design team as 
opposed to a single Design Catalyst to perform the industry project would also enable an 
increased output and potentially a dedicated focus on data collection for research. There 
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would also be opportunity to research the dynamics of integration of the design team within 
the constraints of a government-owned and regulated setting. 
 
Three key components of this research — DCIs and direct customer contact, the use of 
customer insights as seeds to develop innovative business models and the development and 
application of company strategy in relation to customer focus and innovation — are all areas 
that would benefit from deeper investigation. Research specifically targeting these aspects 
could deliver great value to industry. 
 
As the number of research projects in this field increase, the reliability bias of business 
(Martin, 2009) will also be addressed. Additionally, there may be value in adding a 
quantitative element to future research to further bolster reliability to the validity bias of a 
design approach.  
 
The framework developed by this research shows internal/external blockers and drivers as an 
overlay to the strategic archetypes developed by Berthon et al. (2005). This framework could 
be used in future research to test its application across industry sectors and potentially using 
variable axes based on diverse business strategic focuses.  
 
To deepen the understanding of DLI as a methodology for broader application across all 
industries, there is a need to undertake further research to investigate the use of DLI for 
various levels of scope, including in relation to: strategy, business models, business 
processes and customer product and service offerings. There would also be benefit to 
undertaking more longitudinal studies of design-led projects. This would allow deeper 
research into each phase — dissect, learn and implement — to better understand the 
potentials and the impediments to achieving design integration within businesses. 
7.7 Final words  
The participating firm should be commended on their willingness to experiment and engage 
with research into an alternative methodology. The business is facing momentous challenges 
from forthcoming disruptive innovation, which are already beginning to have major impacts. 
A government-owned and regulated business has the propensity to revert to a protectionist 
mindset, relying on regulation and limitation of customer options to protect its current value 
propositions and market position. The case study firm decided to be open to the application 
of a novel, though appropriate methodology and experiment with a form of innovation 
beyond the scope and comfort zone of its previous innovation experiences. 
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Other government-owned and regulated businesses can learn from this research the need to 
focus on what can be changed internally rather than battling against external issues over 
which they have less control. This strategic focus will ensure effort is better allocated to 
work that has a greater likelihood of creating change and impact. 
 
Government has an inherent benefit to understand its customers better and to foster an 
ongoing co-creation relationship with is constituents. This benefit is born of the fact that a 
democratic government’s constituency is also its business owner. It is this head and tail 
relationship that makes the implementation of DCI programs within government-owned 
businesses so appropriate.  
 
Government-owned and regulated businesses are best suited to adopting a strategy of having 
a close and connected relationship with their customers through gathering DCIs. This should 
be coupled with a strategy of acquiring relevant emerging technologies to implement 
business models and processes that create the most value for their customers. 
 
The researcher hopes the findings of this research encourage other firms in Australia to 
embark on the same journey to dissect, learn and integrate the benefits that this research has 
shown are achievable through the application of DLI. 
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Appendix 1: Initial interview — semi-structured interview questions 
The operational environment of the business (use Key Drivers Map as prompt) 
• Describe the paradoxes and contradictions that Electco has to work within? 
  
What Electco does 
• I would like to ask this question based on your understanding of the word ‘value’. 
• What is the value that Electco offers to the following? How is it created/designed 
and measured with the following?: 
o Customers 
o Stakeholders (Transmission, retail, component sellers (e.g. PV) etc.) 
o Shareholders 
o Regulators 
• What is the value that your business area offers, and to whom does it offer this? 
 
The business’s approach to the future 
• What are Electco’s biggest opportunities? 
• What are Electco’s biggest challenges in the next: 
o Year 
o 5 years 
o 20 years 
• How does Electco aim to meet these challenges? 
• What are the key business attributes which will help address these issues? 
• What innovations have helped to address this/these need(s)? 
• What are the obstacles to meeting these challenges? 
 
Innovation 
• How does Electco manage internal innovation? Particularly the three different types 
— incremental, platform and disruptive? 
• What barriers have you come up against in trying to get new projects implemented? 
• How have you managed around these? 
 
New business processes 
• What are the greatest challenges to implementing new business processes in 
Electco? 
• What do you see design-led innovation could offer Electco? 
 
And again — ‘What are the greatest opportunities for Electco as a whole?”
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Appendix 2: Secondary interview — semi-structured interview questions 
Deep customer insights 
• What value do deep customer insights offer Electco? 
• How can this process be best used/integrated in the business? 
 
Business model generation 
• What value do you see in using the business model canvas? 
• What can business model prototyping do for Electco? 
• How could this impact on Electco? 
 
Prototyping 
• What value does BM prototyping offer EE 
 
Iteration 
• What value do you see in following a model of rapid iteration of engagement, 
trial/prototyping and co-design? 
 
Disruptive innovation 
• Describe the business’s current response to batteries on the grid 
• Do you think the business has learnt from historical disruptive innovations? (AC & 
PV) 
• Can you see how DLI can help the business to leverage disruptive innovations? 
 
Co-design 
• What risks and benefits do you perceive would be attached to co-designing with 
stakeholders 
• How does co-designing contrast to Electco’s current development methodology? 
 
Impact on business 
• What impacts might these processes have on Electco’s strategy? 
• How could the business’s projects be affected by these tools? 
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Appendix 3: Example of transcribed audio data from a semi-structured interview  
The data were coded using NVivo software.  
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Appendix 4: Example of transcribed audio data from a focus group  
The data were coded using NVivo software.  
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Appendix 5: Example of transcribed audio data from reflective journal 
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Appendix 6: Research ethics approval form — focus groups 
  
	
PARTICIPANT	INFORMATION	FOR	QUT	RESEARCH	PROJECT	
–	Focus	group	–	
Articulating	the	value	Design	Led	Innovation	(DLI)	offers	to	a	government	regulated	essential	utilities	
provider	
QUT	Ethics	Approval	Number	1300000289	
RESEARCH	TEAM		
Principal	Researcher:	 Tim	Stevenson	 Masters	student,	Queensland	University	of	Technology	(QUT)	
Associate	Researcher:	 Dr	Cara	Wrigley	 Creative	Industries	Faculty,	QUT		
	 Adjunct	Professor	Richard	Taylor	 Science	and	Engineering	Faculty,	QUT	
DESCRIPTION	
This	project	is	being	undertaken	as	part	of	Masters	study	for	Tim	Stevenson.	
The	purpose	of	 this	project	 is	 to	understand	how	the	Design	 led	 Innovation	process	can	help	Electco.	To	do	this	 I	would	 like	 to	
conduct	focus	groups	to	probe	further	 into	how	the	business	thinks	and	operates	now,	how	it	 interacts	with	 its	customers,	and	
how	it	goes	about	deriving	solutions	for	its	customers.	
I	would	also	like	to	look	at	the	business’s	understanding	of	prototyping	and	how	this	relates	to	new	business	development.	I	will	
conduct	focus	groups	toward	the	end	of	the	project	to	compare	and	contrast	responses.	
You	are	invited	to	participate	in	this	project	because	you	have	experience	in	key	areas,	which	I	hope	will	be	influenced	by	Design	
Led	 Innovation.	To	 facilitate	effective	business	 transformation,	 there	must	be	a	broad	understanding	within	 the	business	of	 the	
processes,	their	implementation	and	benefits.	Hence	the	participation	pool	in	this	project	is	from	various	areas	and	levels	of	the	
business.	
PARTICIPATION	
Your	 participation	will	 involve	 two	or	 three	 audio-recorded	 focus	 groups	 at	 825	Ann	 St	 or	 other	 agreed	 location	 that	will	 take	
approximately	1	–	1.5	hours	of	your	time	per	session.	Questions	will	include:	
1			How	does	the	prototyping	play	a	role	in	current	business	processes?	
2			How	have	you	derived	customer	value	propositions	in	the	past?	
3			How	do	current	projects	fit	within	proposed	business	models?	
Your	participation	 in	this	project	 is	entirely	voluntary.	 If	you	do	agree	to	participate	you	can	withdraw	from	the	project	without	
comment	 or	 penalty.	 If	 you	 do	 withdraw,	 on	 your	 request	 any	 identifiable	 information	 already	 obtained	 from	 you	 will	 be	
destroyed.	 Your	 decision	 to	 participate	 or	 not	 participate	will	 in	 no	way	 impact	 upon	 your	 current	 or	 future	 relationship	with	
Electco,	QUT	or	me.	
EXPECTED	BENEFITS	
It	is	expected	that	this	project	will	not	benefit	you	directly.	However,	it	has	potential	to	benefit	the	business	in	terms	of	remaining	
sustainable	during	a	time	of	high	rate	of	change	and	increases	in	customer	expectation.	
The	research	project	also	offers	the	potential	big	picture	benefit	to	all	consumers	of	lower	pricing	growth.	
RISKS	
There	 are	 minimal	 risks	 associated	 with	 your	 participation	 in	 this	 project.	 These	 risks	 have	 been	 identified	 as	 social	 or	
psychological	discomfort	during	the	focus	group	activities	and	inconvenience	due	to	the	time	taken	to	conduct	the	focus	group.		
Both	of	these	risks	are	considered	unlikely	and	to	have	a	low	consequence.	
PRIVACY	AND	CONFIDENTIALITY	
All	 comments	 and	 responses	 will	 be	 treated	 confidentially	 unless	 required	 by	 law.	 The	 names	 of	 individual	 persons	 are	 not	
required	in	any	of	the	responses.	No	names	or	identification	of	any	individuals	will	be	published	through	my	research.	
An	audio	recording	of	the	interview	will	be	used	to	enable	freer	communication	and	reduce	the	time	to	conduct	the	interview.	The	
audio	data	will	be	coded	and	password	protected.	The	data	will	not	be	stored	on	site	at	Electco	and	will	be	kept	under	lock	and	
key.	All	audio-recorded	data	will	be	transcribed	and	the	recordings	then	destroyed.	The	audio	recordings	will	be	used	for	no	other	
purpose	than	my	research	and	access	to	the	files	will	be	granted	only	to	me.	
The	project	 is	funded	by	Electco,	however,	Electco	will	not	have	access	to	the	data	obtained	during	the	project	other	than	non-
identifiable,	aggregated	data.	
CONSENT	TO	PARTICIPATE	
We	would	like	to	ask	you	to	sign	a	written	consent	form	(enclosed)	to	confirm	your	agreement	to	participate.	
QUESTIONS	/	FURTHER	INFORMATION	ABOUT	THE	PROJECT	
If	have	any	questions	or	require	further	information	please	contact	me	or	my	supervisor	at	QUT	or	the	Design	Champion	(Electco).	
Tim	Stevenson		 Dr	Cara	Wrigley		
School	Of	Design	–Creative	Industries	Faculty	 School	Of	Design	–Creative	Industries	Faculty	
0403	210	990	 td.stevenson@student.qut.edu.au	 3138	9471	 cara.wrigley@qut.edu.au	
CONCERNS	/	COMPLAINTS	REGARDING	THE	CONDUCT	OF	THE	PROJECT	
QUT	 is	committed	to	research	 integrity	and	the	ethical	conduct	of	 research	projects.	 	However,	 if	you	do	have	any	concerns	or	
complaints	 about	 the	 ethical	 conduct	 of	 the	 project	 you	 may	 contact	 the	 QUT	 Research	 Ethics	 Unit	 on	 3138	 5123	 or	 email	
ethicscontact@qut.edu.au.	The	QUT	Research	Ethics	Unit	is	not	connected	with	the	research	project	and	can	facilitate	a	resolution	
to	your	concern	in	an	impartial	manner.	
Thank	you	for	helping	with	this	research	project.		Please	keep	this	sheet	for	your	information.	
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Appendix 7: Research ethics approval form — interviews 
 
 
  
	
PARTICIPANT	INFORMATION	FOR	QUT	RESEARCH	PROJECT	
–	Interview	–	
Articulating	the	value	Design	Led	Innovation	(DLI)	offers	to	a	government	regulated	essential	utilities	
provider	
QUT	Ethics	Approval	Number	1300000289	
RESEARCH	TEAM		
Principal	Researcher:	 Tim	Stevenson	 Masters	student,	Queensland	University	of	Technology	(QUT)	
Associate	Researcher:	 Dr	Cara	Wrigley	 Creative	Industries	Faculty,	QUT		
	 Adjunct	Professor	Richard	Taylor	 Science	and	Engineering	Faculty,	QUT	
DESCRIPTION	
This	project	is	being	undertaken	as	part	of	Masters	study	for	Tim	Stevenson.	
The	purpose	of	this	project	is	to	gain	a	snap	shot	of	the	internal	working	of	Ergon	as	related	to	Design	Led	Innovation	to	gauge	the	
perceived	value	and	changes	offered	by	the	process.	There	will	be	similar	interviews	conducted	on	the	same	staff	later	in	the	year	
to	compare	to	the	initial	interviews.	
You	are	 invited	 to	participate	 in	 this	project	because	you	are	an	 important	part	of	 the	business	make	up	which	will	 be	able	 to	
gauge	the	effectiveness	of	the	Design	Led	Innovation	process.	
PARTICIPATION	
Your	participation	will	involve	an	audio-recorded	interview	at	825	Ann	St	or	other	agreed	location	that	will	take	approximately	1.5	
hours	of	your	time.	Questions	will	include:	
1		 What	are	Ergon’s	biggest	challenges?	
2		 What	is	the	key	value	Ergon	offers?	
3	 How	does	Ergon	manage	innovation?	
Your	participation	 in	this	project	 is	entirely	voluntary.	 If	you	do	agree	to	participate	you	can	withdraw	from	the	project	without	
comment	 or	 penalty.	 If	 you	 do	 withdraw,	 on	 your	 request	 any	 identifiable	 information	 already	 obtained	 from	 you	 will	 be	
destroyed.	 Your	 decision	 to	 participate	 or	 not	 participate	will	 in	 no	way	 impact	 upon	 your	 current	 or	 future	 relationship	with	
Ergon,	QUT	or	me.	
EXPECTED	BENEFITS	
It	is	expected	that	this	project	will	not	benefit	you	directly.	However,	it	has	potential	to	benefit	the	business	in	terms	of	remaining	
sustainable	during	a	time	of	high	rate	of	change	and	increases	in	customer	expectation.	
The	research	project	also	offers	the	potential	big	picture	benefit	to	all	consumers	of	lower	tariff	price	growth.	
RISKS	
There	 are	 minimal	 risks	 associated	 with	 your	 participation	 in	 this	 project.	 These	 risks	 have	 been	 identified	 as	 social	 or	
psychological	discomfort	during	the	interview	and	inconvenience	due	to	the	time	taken	to	conduct	the	interview.		Both	of	these	
risks	are	considered	unlikely	and	to	have	a	low	consequence.	
PRIVACY	AND	CONFIDENTIALITY	
All	 comments	 and	 responses	 will	 be	 treated	 confidentially	 unless	 required	 by	 law.	 The	 names	 of	 individual	 persons	 are	 not	
required	in	any	of	the	responses.	No	names	or	identification	of	any	individuals	will	be	published	through	my	research.	
An	audio	recording	of	the	interview	will	be	used	to	enable	freer	communication	and	reduce	the	time	to	conduct	the	interview.	The	
audio	data	will	be	coded	and	password	protected.	The	data	will	not	be	stored	on	site	at	Ergon	and	will	be	kept	under	lock	and	key.	
All	 audio-recorded	data	will	 be	 transcribed	 and	 the	 recordings	 then	destroyed.	 The	 audio	 recordings	will	 be	used	 for	 no	other	
purpose	than	my	research	and	access	to	the	files	will	be	granted	only	to	me.	
The	 project	 is	 funded	 by	 Ergon,	 however,	 Ergon	will	 not	 have	 access	 to	 the	 data	 obtained	 during	 the	 project	 other	 than	 non-
identifiable,	aggregated	data.	
CONSENT	TO	PARTICIPATE	
We	would	like	to	ask	you	to	sign	a	written	consent	form	(enclosed)	to	confirm	your	agreement	to	participate.	
QUESTIONS	/	FURTHER	INFORMATION	ABOUT	THE	PROJECT	
If	have	any	questions	or	require	further	information	please	contact	one	of	the	research	team	members	below.	
Tim	Stevenson		 Dr	Cara	Wrigley		
QUT	School	Of	Design	–Creative	Industries	Faculty	 QUT	School	Of	Design	–Creative	Industries	Faculty	
0403	210	990	 td.stevenson@student.qut.edu.au	 3138	9471	 cara.wrigley@qut.edu.au	
CONCERNS	/	COMPLAINTS	REGARDING	THE	CONDUCT	OF	THE	PROJECT	
QUT	 is	committed	to	research	 integrity	and	the	ethical	conduct	of	 research	projects.	 	However,	 if	you	do	have	any	concerns	or	
complaints	 about	 the	 ethical	 conduct	 of	 the	 project	 you	 may	 contact	 the	 QUT	 Research	 Ethics	 Unit	 on	 3138	 5123	 or	 email	
ethicscontact@qut.edu.au.	The	QUT	Research	Ethics	Unit	is	not	connected	with	the	research	project	and	can	facilitate	a	resolution	
to	your	concern	in	an	impartial	manner.	
Thank	you	for	helping	with	this	research	project.		Please	keep	this	sheet	for	your	information.	
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Appendix 8: Symbiotic business models  
Created during the industry project to counter the difficulties of using the standard business 
model canvas within the industry 
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Appendix 9: Visualisation of Electco innovation capabilities 
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Appendix 10: Staff workshop participation  
Staff participating in business model generation workshops including prototyping exercises.
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Appendix 11: Customer narrative used during insights gathering 
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